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a. the depression new heights in selling have been reached by some 


of the country’s industries with new or modernized products. A new 


departure in the automotive field, for instance, has placed the factory of its 


maker in the position of being behind in production. 


New products in many other lines are selling without much effort. The 
public is asking for new ideas—it will not loosen up for old ones—a new view- 
point is necessary for 1932. New arrangements—kept new and fresh, new 
merchandise, new methods. 


All the systems and equipment in the world will not change your 1932 
from red to black unless new ideas are put to work—and kept working. Lots of 
people still have money to spend in spite of the widespread unemployment— 
but they must be appealed to by new and better methods. 


HarpwakE AGE in 1932 will be planned and written with the precise pur- 
pose of helping retailers get in step with the stride of the times. But the best 
of plans are useless until they are put into action. Nothing will take the place 
of work and ideas this new year or ever. 


New Year’s Day, 1932, can be more to you than merely January Ist. 


—The Editors 





~~ 


{ 
--+ ir 


| 

















WHY VOSS DEALERS 


ure smuashlieg all, Devious 


The only washer 
at any price 
that has a 





CORRUGATED 
18-gauge porcelain 
enameled tub. 


The lowest priced 
high quality 
washer 





on the market 
today. 


The lowest priced 
washer ever given 








Good Hc uusekecping 
rustitute 


Good 
Housekeeping 
Seal of Approval. 


The VOSS has the 


simplest 





Power Unit 
only 4 moving 
parts. 


The entire unit is 

fully enclosed and 

running in perma- 
nent oil bath. 





Write Today for 
Franchise Proposition. 


"fested and Aj 


wo 
Good Housekeeping 
-~ Institute —« 


HOUSEKEEPING MAC 





The day of the $100 (or more) 
Washer is Gone Forever 


With the prices of other commodities. readjusted to 
conform with the new price standards of today, the 
washing machine buyer sees no reason why she should 
pay the high prices that have been in effect for the 
past five to ten years. 

Voss Bros. Mfg. Co. recognized and met this situation 
with the world’s lowest priced quality washer. And the 
sales volume rolled up by VOSS Dealers is tremendous. 

Why spend your time, energy and capital trying to 
force a high-priced washer? Their day is done! 

Voss invites you to sell the washer that the consumer 
wants . . . The VOSS, world’s lowest priced quality 
washer. 





VOSS BROS.MEFG.CO. 


DAVENPORT. tOWA 


SH. los SCCO/ ds 


The only washer 
at any price 
that has a 





FLOATING 

AGITATOR 
which exactly 
duplicates hand- 
washing action. 


The lowest priced 
washer backed by 





National Advertis- 
ing in Ladies’ Home 
Journal, Good 
Housekeeping, 
Farmer’s Wife. 


The Voss has the 
same high grade 





Motor used by 
over-priced 
washers. 


The Voss has 
the same 





Lovell Wringer 
used on over- 
priced washers. 


Washing Machine Builders 


Since 1876 
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HARDWARE AGE, 
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published every week by the IRON AGE PUBLISHING CO., 
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‘ more for her . . 


Feature these 


Gifts that do 
more for less 


HE canny shoppers filling the stores 

this Christmas season don’t want “‘bar- 
gains” for their friends. They’re looking for 
values. Their budgets allow them less than 
usual this year. But they want just as much 
and more for their money. 


What have you to offer these sharp value 
hunters? 


The advertisement at the right gives you 
the idea. It is appearing this month in 
seven of the leading women’s magazines. It 
is giving millions of women the idea, too... 
“Gifts that are sure to be welcome no 
matter how Iittle they cost.’’ Pyrex 
Brand Ovenware, of course. 


Women know Pyrex Ovenware is sure to 
be a welcome gift. They’ve found each 
Pyrex Dish has countless uses, cooks food 
so much better, saves trouble at dishpan 
time. Yet each costs no more than most 
gifts with but a single use to offer. 


To the budget-minded shopper Pyrex Ovenwarte is 
a gift that “does much more for less” . . . Does 
. for those on her Christmas list. 
It’s value with a new meaning. 


Make this a Merry Christmas for yourself in 
spite of the limited budgets your customers must 
mind this year. Push this “gifts that do more for 
less’ idea. Feature Pyrex Ovenware.. . you'll sell 
a lot of it, quickly, easily. You’ll make more 
money on the volume profits it brings in. 


‘‘Pyrex’’ is the registered trade-mark of Corning 
Glass Works and indicates their brand of resistant 
glass. Prices slightly higher in the West and Canada. 


PY REX OVENWARE 


CORNING GLASS WORKS .. . CORNING, N. Y. 
1931 
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Merry Christmas 


to the tune of 


ahh or $2 us 


Pyrex custard cups, versatile esperts at m 

tasks, cost antly Mé each, The handy pie plate 
is 75¢; the hard-working casserole is $1.75. And 
the new Pyrex Tea Pot—a popular hit $82.75. 


* 
O false pride over Christmas gift price- 
tags this year. We’re all out to save 
nickels and boast as we tell how we do 
it! But if you want to be canny yet still be 
a social success . . . give something that's sure 
of a welcome no matter how little it costs! 


One gift that’s right at the head of this 
limited class is... Pyrex Brand Ovenware! 


A kitchen favorite from coast to coast for 
the full-baked flavor it gives to all foods . .. 
the quick shift it makes from oven to table 

. and its lightning speed at dishpan time! 

Only plaint we’ve ever heard against the 
Pyrex line is this... women can’t seem to 
get enough of it. Solemn statistics show that 
women who have four pieces want six; the 
owners of six long for ten! 

To remedy this sad state of affairs, and 
save yourself dollars and cents, take your 
Christmas list and go forth . . . to the hard- 
ware shop or department store. There you'll 
find custard cups for one dime apiece... 
Pyrex dishes in 23 styles and sizes for less 
than $1.00 each... as many again in the 
$2.00 class... and some that cost more 
and are worth it! 


All guaranteed for 2 years against break- 
age from oven heat or refrigerator cold. 


Pyrex 


Ovenware 


FREE casts a i ieahgme gabe meals baked in 


20, iQ, or 45 gates sted price f pst of all Pyrex 


diabes. Ce pct w oe Dawe. cece Co rripa, N.Y. 








Ps i the registered trade-mark ee 
Works ’ thelr brand of centeinas stone” Prices 
sigghtiy hucher in the West and Canada. 









They’re Minding Their Budgets This Christmas 








This Pyrex Ovenware ad- 
vertisement opens up the 
pocketbooks of budget- 
minded Christmas shoppers. 
It is appearing in the Decem- 
ber issues of Woman’s Home 
Companion, Good House- 
keeping, McCall’s, Deline- 
ator, Better Homes & Gar- 
dens, Farmer’s Wife and 
American Cookery. 























THE cada Collar Man 


} Turns Carpenter 





















Breathes there a man with soul so dead, who 
never to himself hath said, “I am a carpen- 


ter’? 


No, sir, at least not many of them—-for man 
considers himself the engineering brains of 
the household, even though he be a white col- 


lar worker. 


There are thousands of these home owners 
who will make their own wire screens this sea- 


son—sell them Gray-Wick Screen Wire Cloth. 


GRAY-WICK 


Will Insure His Future Business 


Your customer directly associates his purchase of screen wire cloth with you. 
On your shoulders must rest the praise or blame of the sale. Insure this 
future business with Gray-Wick. 











Gray-Wick is the finest all-around screen wire cloth you can recommend— 
for price and for quality. It is strong, rust-resisting and neat in appearance. 
Made from copper-bearing full gauge wire, dull finish electro-galvanized and 
doubly protected against corrosion by a coating of white transparent varnish. 


Other Popular Cortland Wire Cloths 


CORTLAND BLACK To meet the demands for a durable wire cloth at a lower price. 
Uniformly woven and finished in a hard elastic enamel. 


WICKWIRE CORTLAND BRONZE Precision weaving and special rust-resisting alloy 


makes Wickwire Cortland Bronze an outstanding quality wire for appearance and service. 


CORTLAND PREMIER 50% heavier than the standard grade, made of rust-resisting, 
copper-bearing steel and dull finish electro-galvanized. Now made in 14 mesh, 32 gauge 
wire. For severe service. 


APA 





America’s most popular wire 
cloth. 
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A DISPLAY that PAYS 





Every dealer is naturally ambitious to utilize his counter space 
to the best advantage. Gottschalk’s Metal Sponge, displayed on 
your counter as above illustrated, is one of the most profitable 
items ever presented to the Hardware trade. Don’t pass up the 


opportunity to tie in with the national ad- 
vertising which is appearing throughout the 
country. A display of the product will give 
you the benefit of this vast selling force. 








| «FREE ; 


If you do not handle Gottschalk’s 
Metal Sponge, write today for 
free samples. Try them in your 
own kitchen. We are confident 


‘GRP es a ets she te SMa as aS Sg 





eater. 








| 
| 

LITTLE FELLOW that when you see for yourself 

' that the outstanding merit of this 
: DOES THE BIG JOB” | item you will want to stock it. | 
—a byword among mil- | 


lions of housewives. —_____ eae Nerd 





Rtas ES 


JOHN W. GOTTSCHALK, President 
LEHIGH AVENUE and MASCHER STREET 











The sanitary cellophane pack- 
age appeals to the modern house- 
wife. Gottschalk’s Metal Sponge 
is sealed at the factory to guar- 
antee the consumer of receiving 
a sanitary product free from 
dust and germs and untouched 
by human hands. 


METAL SPONGE SALES CORPORATION 


PHILADELPHIA 
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The dollar you spend now 
is worth $1.50 


The dollar you SAVE now 
is worth 75¢ 


A tor of people feel just now like the old Negro 
who came to the crossroads and saw one sign point- 
ing to heaven and another sign pointing to hell. He 
shook his head and said to himself: ‘Ef Ah goes to 
Hebben, gotta fly all the while; ef Ah goes to Hell 
gotta jump all the while. Ah giss Ah’ll jes’ set here 
an’ rest mahse’f.” 


Bor resting is rusting. This is true of dollars. 


[ F those of us who have money just leave it to rest 
—the wheels of industry keep on rusting. Wheat 
and cotton and corn keep on piling up in warehouses. 
Our neighbors keep on hunting for ‘jobs that don’t 





exist. 


Now, it’s wrong to spend our dollars foolishly, 
just for the sake of spending. But a lot of us are saving 
dollars foolishly—just for the sake of saving—without 
realizing that the dollar we save today has a decreased 
earning power compared with the dollar we saved in 
1929. But the dollar we spend today is worth $1.50 in 


value received. 


Mosr prices are way down—further down than 
they were even in 1921. Eggs and butter and flour and 
clothing and furniture are way down—and that means 
values are way up. This is the greatest buying time we'll 
see again for many years. 


Prerry soon, these prices are going to start up 
—some prices have already started up. When they do, 
we'll have to pay more for the things we need right now. 
We shall have lost the chance to get that new suit or 
dress or chair or bed or radio or automobile—at a bargain! 


Besiwss, if we buy these things now, we'll put 
somebody to work who needs a job even worse than he 
needs charity. If we put him to work, he can buy the 
things we make or sell, and that will help us. 


Harp times? Not if we harness our dollars 
and hitch them to the wagon, instead of leaving them in 
the stable. 


THE NATIONAL PUBLISHERS’ ASSOCIATION 


“To use available income to purchase goods normally needed and in the replacement of which labor 


is employed, is a condition precedent to any hopeful program to constructively increase employment.” 


From the Recommendations of the Committee on Unemployment Plans and 
Suggestions, of the President’s Organization on Unemployment Relief. 
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~The B W. H Line 


of Standardized Mechanical Rubber Goods 





The BOSTON LINE 
of 
GARDEN HOSE 


BOSTON NOZZLE 


covers the entire field eet | 


« 





The most imitated nozzle on the market. 
Never equalled in quality. Each nozzle 
packed in a separate carton, 12 cartons in 
full color lithographed display package. The 
fastest selling nozzle on the market. 


KA, 








Known everywhere by name and recognized 
as the standard friction tape of the country. 
Nationally advertised. In 1, 2, 4 and 8 
ounce rolls; in fujl color cartons all packed 
in handsome full ‘color display containers. 
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Seven Standard Nationally Known Brands Good Luck Hose Washers sell for 10c. a 


package, showing you a splendid profit. Two 


cA GRADE FOR EVERY PURSE” — cartons) in display container as 








BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quaflty Rubber Goods for Fifty Years 
Works: Cambridge, Massachusetts Postal Address Box 5077, Boston, Massachusetts 
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HERE IS A REAL INVESTMENT 
MYERS 
WATER CONVENIENCES 


SOLVE HOME AND FARM TROUBLES 


















Times may have changed from what they used to be but regardless 
of conditions water still remains a basic necessity—and the means 
to obtain it economically are more important today than ever before. 





Authentic statements coming from hundreds of outstanding 
farmers, dairymen, stockmen, market gardeners and fruitmen indi- 
cate in no uncertain terms that their labor has materially decreased 
and their profits increased accordingly with the installation of modern 
water facilities which provide running water at the turn of a faucet 
for household purposes, for stock watering, for irrigation, for fire 
protection and for innumerable other uses. 





















Myers Water Systems—styles and sizes for any water 
requirement up to ten thousand gallons of water per hour— 
have been developed to assure users the utmost in service 
at the lowest possible cost. The minute they are installed 
in the home or on the farm they start to pay dividends—not 
for a single day or a week, or for some particular season— 
but year through profits which compiled into time and labor 
saved, quickly pay for the equipment and continue to pile 
up extra profits as the years go on. i 


Dealers who are casting about for new year through business will do 
well to write us immediately for complete information and catalog. ii 


Take © 














PUMPS- cae he ada tot HAY TOOLS -DOOR | HANGERS 


7 F.E.MYERS & BRO.& 
ASHLAND, OHIO. 


WATER aYeTENS: TAT cad gmaite UNLDa Dine TOOLS BARN, FACTORY end 
GARAGE DOOR HANGERS- STORE LADDERS, Etc. < 
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No. 990 Kitchen- 
kook. Four cook- 
ing burners, insu- 
lated oven, and 
broiler. Finished in 
porcelain enamel in- 
side and out; dark 
green marbleized 
and wory. Has 
roomy compart- 
ment with adyjust- 
able shelf for uten- 
sils. 


PROS St ote en 


W (onsole Model 


GAIN for 1932, Kitchenkook dominates its field 
in beauty and modern style. Again it is first 
and foremost in the whole procession of liquid fuel 
cook stoves. It leads again in the opportunity it offers 
for fast turnover and good profits. 


The new console model is as practical in use as it is 
attractive in appearance. The ovefi top serves as a kitch- 
en table; saves walking a mile in preparing a meal. 
The oven itself is heavily insulated; keeps all the heat 
inside where it belongs. Keeps the kitchen cool. 


Judge the Kitchenkook, the stove which makes its own 
gas from gasoline, against the entire field of liquid fuel 
cookers. Judge it for beauty and up-to-dateness. For 
cooking speed. For cleanliness. Economy. Check it for 
all the factors a cook stove needs to make it sell. Then 
decide whether you can afford to pass up the big oppor- 
tunity for making money which Kitchenkook offers you. 
Kitchenkook is “‘all set’’ for 1932. If you are a Kitch- 
enkook dealer, we have a plan whereby you can save 
yourself some money by getting lined up NOW for 
1932. Write for details. 


AMERICAN GAS MACHINE COMPANY, Inc. 


Brooklyn, New York ALBERT LEA, MINN. Oakland. Calif. 
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INVENTORY 


Are you looking forward to it with fear and trembling? 
Does it recall drudgery—overtime and sleepless nights? 


We cannot tell you how to AVOID taking inventory any 
more than a physician can tell you how to avoid taking 
medicine, when needed; but we can furnish a remedy that 
has solved the problem for hundreds of hardware dealers. 


That remedy is the Hardware Age Easy Inventory Sheets. 
They simplify the whole problem. These convenient 
sheets are printed on both sides—200 pages—room for 
6,800 items. So simple—so easy to understand and use 
that you can take inventory in almost no time. 


And so LOW in price—only One Dollar for a Hundred 
Sheets. “End your inventory trouble” by mailing your 
order and check right away to— 


HARDWARE AGE. 


239 West 39th Street New York City 
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Examine the jaws on this new 
lighter, thinner, stronger Cres- 
toloy Wrench—lean and sinewy 
as a wolf's; trimmed for quick 
effortless action. And thruout 
this matchless Crestoloy design 
you find the same symmetry of 
line and easy, natural balance. 
Places that balk ordinary tools 
fall easy prey to these slim, de- 
termined jaws. 

A new steel, Crestoloy, made 
this improved wrench possible. 
Crescent Research Engineers, 























CRESCENT TOOL CO., JAMESTOWN, N.Y. 
Cable Address “Crescent*’ 


CRESTOLOY 








working with the nation’s 
ablest metallurgists, produced 
it. Here it is fashioned into a 
modern tool that lends new 
usefulness to human hands. 


Crestoloy Wrenches are nearly 
one-third thinner than the reg- 
ular Crescent Wrench yet actu- 
ally more than twice as strong. 
They are available in the 8, 10 
and 12 inch sizes and carry 
the usual unconditional Cres- 
cent guarantee. Jobbers stock 
them. 


STEEL 
WRENCH 











DESIGNED, MADE AND GUARANTEED BY THE ORIGINATORS OF THE CRESCENT WRENCH 
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The Welves of Leneox— 


How their name spread the width 
and breadth of land. In 2 fear- 
i some chorus of barks and sav- 
agely snapping jaws they broke 
i® from the Highland forests of old 
Scotland and rushed with the 
speed of the wind 
pastured flocks. 


and clean cutting 
o@ Lenox were on the 













Popularity That 
Insures Greater 
Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land—a demand 
for “the tools in the 
plaid box’ — from shops 
and men to whom 
saw blades of super- 
strong, quick cutting 
and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid bex 


American Saw & 
Mfg. Co. 
Springfield 



































Mass. 
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A NEW EDLUND 
CAN OPENER 


No. 4W-Wall Attached Style Retails fo 
No. 4T-Table Attached Style $1.50 
This latest addition to the 
Edlund line of quality prod- 
ucts has many notable im- 
provements — lower priced — 
more compact — more attrac- 
tive—and yet includes all the 
features that have made 
Edlund can openers and egg 
beaters the tygie ,TTacHED STYLE 
stand- 
mauarmcmmams ard of 
twe garts—opener may be quality in 
removed from wall com- ° 
pletely. kitchen 
utensils. A guaranteed can 
opener that is a valuable addi- 
tion to the field of kitchen 
equipment. Opens any can— 
round, square or oval — large 
or small. Cuts the top out, 
leaving an absolutely smooth, 
safe edge. Attractively packed 
in individual boxes. 


From Your Jobber or Direct 


EDLUND COMPANY 
BURLINGTON, VERMONT 























For more 
profits 
From 





Here’s the first complete 
line of bottle caps to meet 
every demand of your cus- 
tomers —and a new “trading-up”’ 
plan to bring you more profits. Ask 
your jobber or write for our latest 
booklet: 


“For More Sales 
and Quicker Turnover” 
HOME USE BRAND RE-LY-ON BRAND 
World’s standard cap Improved indented cap 


PYRAMID BRAND 
The Super Seal—for high pressure sealing 


CROWN CORK & SEAL CO. 


Baltimore, Maryland 
World’s Largest Makers of Bottle Caps 





















SEAL KRAFT has PIONEERED the way 






greater 


PROFITS ROSE 


BUSHES 


The SEAL KRAFT process (patent pending) has revolu- 
tionized the merchandising of rose bushes by making them 
as easy to handle as silverware or cutlery. 

Profits are made today by more intelligent merchandising. 
SEAL KRAFT rose bushes are more salable and add 
nothing to overhead by eliminating extra care. 

Profitable because they are clean—easily handled—attrac- 
tive—require no water—guaranteed—the trade-marked prod- 


uct of a reputable corporation. 
(KD 
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“IT’S COATED” 
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“Her kitchen worries 
are where 
Fy they belong” 





You know 


vou're right 


Because 155 Manufacturers 


Can’t be Wrong! 


" When the ranges you handle have the Robertshaw you know you have the 


best performing ranges in the country. 

And you are doubly sure of that fact when you consider that 155 range 
makers now use the Robertshaw. 

There is a record! Proof positive that the Robertshaw commands the approval 
of the vast majority of range makers. 

Cheaper control devices can be made, but the many manufacturers who use the 
Robertshaw are not going to take any chances on the vital matter of automatic 
oven control ... the big feature in range making that is selling ranges today, 


And the public knows the preference for the Robertshaw just as well as the 
manufacturers. Robertshaw advertising has brought the-message of kitchen 
freedom to American housewives so strongly that it is the first thing most range 
buyers ask about these days. 

Don’t you want to cash in on this advertising at once? Just drop us a line and 
we will give you the complete Robertshaw program of magazine and radio 
advertising .. the greatest single force in making new range sales for you today. 


ROBERTSHAW THERMOSTAT COMPANY +: YOUNGWOOD, PA. 


ROBERTSHAW 


AutomatiCook 
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NOTE—A LIST OF 
HARDWARE RETAILERS 
IS NOT INCLUDED IN 
THIS PUBLICATION— 
WRITE FOR DETAILS 


‘@ 


IT 1S OBTAINABLE AT THE LOW PRICE OF 


$10.00 


PER COPY 


USE THIS COUPON TO FILL YOUR 
REQUIREMENTS PROMPTLY 


HARDWARE AGE VERIFIED LIST 
239 West 39th Street, New York 
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dust Off The Press! 


... copies of your New Twelfth Edition 
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TRE PwWeEtLrTa €STienr oF 


HARDWARE AGE 


VERIFIED 
LIST 


WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 
WHOLESALE DISTRIBUTORS MILL SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


WE need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 


sored by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 
nized hardware jobbers, but also includes their capitalization, 
the territories they cover, the number of men traveled, the 
lines handled and, in most cases, the names of officials and 
buyers. 


Such a publication is indispensable to sales managers and 
advertising managers. Furthermore, many firms find it high- 
ly advantageous to give copies to their road salesmen and 
district representatives. 


HARDWARE AGE 
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The need for 


production economy 
makes MORSE sales 









continue to mount 


HE more attention is focused 





The Morse Line 
includes : 
High Speed and Carbon 


DRILLS 
REAMERS 
CUTTERS 

TAPS AND DIES 
SCREW PLATES 
ARBORS 
CHUCKS 
COUNTERBORES 
MANDRELS 
TAPER PINS 
SOCKETS 
SLEEVES 


=} 
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on cutting out small tool 
waste, the more favorable atten- 
tion MORSE tools receive. Their 
increasing, popularity is a reflec- 
tion of the present day tendency 
to keep production costs low. 


MORSE Tools wear longer be- 


tween sharpenings, give a bigger 








dollar’s worth of work per tool. 


MORSE 


LL & MAC CHINE COMPANY 


w B FORD, MASS. = = 




















Pat On a*‘Good Show’’ 
In Your Show Window 


It’s surprising what a crowd will stop and 
look at a window display when a little 
thought is mixed with the right merchan- 
dise, especially seasonable hardware. 


And if the goods and prices are tempting— 
you'll succeed in making customers out of 
sight-seers. 


Need Help? 


Hardware Age is continually reproducing 
window displays that show good taste and re- 
turn good profits. 


Every issue of Hardware Age contains ex- 
amples of effective window advertising. 
Read it—apply its suggestions—put on a 
“Good Show” in your Show Window. 


HARDWARE AGE, 239 West 39th Street, New York City 














HILL Clothes Dryers Are in Demand 


You can sell one to almost every home. Every housewife rec- 
ommends them. More than a million satisfied users. The HILL 
Champion permits housewife to hang every piece without mov- 
ing heavy basket or taking a single step. 

Revolving arms bring every part of drying space within arms 
reach. No props to bother with. No danger of line nag 
soiling clothes. Easily erected anywhere. Removable top. Rust- 
proof metal parts. Attractively painted wood parts. Strung with 
best cotton line. 

Three sizes to hold 100, 115 and 150 ft. of line. Other styles for 
lawns, balconies and roofs. 


Liberal profit. Send for folder and prices. 


Hill Clothes Dryers Co., Inc., 40 Central St., Worcester, Mass. 


N. Y. Distributors: Herman Kornahrens, Inc., 111 Murray St. 
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Wa the weather gets 


thick and the storm breaks and 
a ship gets in distress, out go 
the “S. O. S.” signals and usu- 
ally help is close by. 


How about using a few sig- 
nals when sales get hard and 
business is stormy? 


A good member of the Silver 
Steel Saw Club sent Atkins an 
“S. O. S.” signal the other day 
and was astonished at the real 
selling helps the Atkins organ- 
ization had to offer. 


A good salesman has a lot of 
other backing than just the 
value of quality in service of- 
fered by the products he sells. 


Atkins “Silver Steel” Saws 
and Tools are backed up by 
such selling helps as an inter- 
esting book for starting and de- 
veloping home work shops; by 
a new book, just off the press, 
on how to make money from 


Farm Work-Shops and Wood- 
lands; by helpful information 
for mechanics and many other 
prospects. 


You do not have to do your 
selling job alone. You can get 
lots of help if you will look for 
it and use it. 


One of the marks of the suc- 
cessful salesman is the knowl- 
edge of how to get and use these 
helps. Why not write in to 
E. C. Atkins and Company, and 
send them your “S. O. S.” 


Thomas Edison said “Good 
salesmanship is a matter of 
constant experimenting.” Try 
this one. 


(Signed) 


L§ 





DON’T TRUST YOUR MEMORY ' 


Wir a good memory is a fine asset, a notebook full of sales suggestions 
is more certain. Next week Sam Sayles tells you some of the things that should 
be in your notebook to be of real value to you. Don’t miss it. 


Have you asked for your copy of the bound edition of Sam Sayles’ selling talks? 


They'll be ready soon, so get your name in now. 
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ATKIN 


No. 401 Ship 
Pattern 


Tiss 


is the masterpiece 
of a truly fine line of 
saws. The same as the No. 
400, except straight back. Genuine 
Atkins SILVER STEEL, taper 
)} ground, cuts free and easy, does not 
bind. Mirror polish. Has solid 
Rosewood handle of Atkins Im- 
proved Perfection Pattern that pre- 
vents wrist strain. Made in both reg- 
| ular and ship patterns. 









No. 401 regular pattern comes in 
22, 24 and 26 inch lengths. Ship Pat- 
tern 26 inch length only. 


You need only to show the saw in 
comparison with an ordinary saw to 
convince the most skeptical of 
Atkins superior quality. 


Have you read “SAW SENSE”? 
It tells a lot about saws, and we 
will gladly send you a copy if you 
ask for it. 
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Atkins No. 10 
Hack Saw Frame 


Fibre Rubber Handle, “easy grip” 
pattern; hung low, directing entire 
force of stroke on a line with the 
cutting edge of blade. Frame of 
cold rolled steel, 3/16 inch thick 
and % inch wide. Nickeled and 
highly polished; adjustable to 8 and 
12 inch blades. Depth under back 
to cutting edge of blade, 3 inches. 

With Atkins SILVER STEEL Hack 
Saw Blades, this makes an idea ; 
combination. “ 


ow eee oS ee eee ee 


There is nothing finer to make a 
lifetime friend for your store than 
to sell him a good hack 

saw blade and frame—and 7/equm 
that’s ATKINS. << 
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Mr. Hill Sells 
a Radio 


By ETTA MARTIN 


HE business depression 
[ive been _ successfully 

turned into a talking point 
in the radio department of the 
Toudouze Hardware & Furniture 
Co., San Antonio, Tex. 

“Yes, I know times are hard,” 
Lester V. Hill, radio man, will 
agree. “That is the very reason 
you should buy a radio. For $1 
a week I can sell you a good ra- 
dio. What other entertainment 
can you buy that is as economical 
as that? You spend a morning 
on the golf course, you take your 
family to the movies or the thea- 
ter, you go to a ball game or a 
wrestling match. In a couple of 
hours you spend for one or two 
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persons as much as radio enter- 
tainment will cost you for the 
whole family for an entire week.” 


A Sales Argument 


Then, if the prospect says that 
he cannot afford any. sort of en- 
tertainment, Mr. Hill speaks of 
the need for recreation and the 
importance of diversion when 
one is worried or under a spe- 
cial strain. No doubt, it is this 
ability to turn objections into as- 
sets that has enabled Mr. Hill to 
make such a success of selling 
radios. 

The department under his 
guidance has increased its sales 
from two a month to two a day 


in the past year and a half. Fur- 
thermore, it sells two out of 
every three demonstrations, sel- 
dom has more than one trade-in 
set in the house and has practi- 
cally no “come-backs.” There is 
no service department, for under 
Mr. Hill’s careful system of in- 
spection and _ installation, the 
“grief” usually attached to a 
radio department is eliminated, 
and he is able to handle person- 
ally the few service calls that 
come in. 

A. C. Toudouze, part owner 
and general manager for the 
company, gives Mr. Hill rather 
a free hand in managing his de- 
partment. However, many of the 
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principles used have been found 
successful by Mr. Toudouze in 
his many years of hardware and 
furniture experience and have 
simply been adapted to radio 
selling. 

There is, for instance, the pol- 
icy of the store to do no house- 
to-house canvassing. While Mr. 
Toudouze feels that this is of 
value for certain types of stores, 
he does not believe in it for an 
old and well-established _ busi- 


ness. 
Concentrate on Following 


“Why should we go out and 
try to contact every person in 
town when we have a following 
of over 5000 customers,” asks 
Mr. Toudouze. “This is a se- 
lected group who know us and 
whose ability to buy and credit 
rating we already know. So we 
concentrate on them. We do not 
try to sell to anyone who is not 
able to pay or to anyone who is 
already meeting all the install- 
ment payments he can. Nor do 
we try to sell a man a larger 
radio than we think he can af- 
ford. We believe this accounts 
largely for the fact that reposses- 
sions are almost unknown to us. 

“Important, also, in keeping 
our repossessions to a minimum 
is our policy of selling on small 
weekly payments instead of 
larger monthly installments. 


This keeps us in closer touch | 


with our customers, and since 
most of them pay in person, gets 
them into the store four times a 
month instead of once. When a 
customer gets two or three months 
behind in his payments, it is 
often impossible for him to make 
them up and the set comes back. 
This is not true of the smaller 
weekly payments.” 

The system on which the radio 
department is conducted is some- 
what a personal system, since 
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practically all of the prospects 
are customers of the store. Mr. 
Hill takes the firm’s list of people 
whose names are at the time on 
the books, those whose names 
have been there and were found 
to pay satisfactorily, and those 
who have bought merchandise 
for cash. He sends personal let- 
ters to the ones he thinks would 
be interested and who can pay 
for a radio. He gets many direct 
leads in this way. 

Mr. Hill stays in the store 
through the mornings and talks 
radio to those who come in to 
pay their bills or to make other 
purchases. In the afternoon he 
goes out personally to make dem- 
onstrations and installations, to 
answer service calls and to call 
on prospects and customers. 


Installations 


“T think that many radio deal- 
ers fall down on their installa- 
tions and demonstrations,” Mr. 
Hill stated. “They will have a 
highly paid man on the floor to 


No Doubt About It 
Times Have Been 


Difficult 


But that’s just the point of 
this story. Radio is the 
economical entertainment 
par excellence—The Tou- 
douze Hardware & Furni- 
ture Co., San Antonio. 
Texas, makes use of this 
argument and as a result 
has increased its radio sales 
from two a month to two 
a day. 

Read this story of how 
Lester V. Hill, manager of 
the radio department of 
this store makes such a 
success of selling radio. 








Make “These Times” Sell More Radio Entertainment—Here’s How. 


sell radios and then let some $10- 
a-week boy go out to make the 
installation, Under this system 
there is no demonstration in the 
home, which I consider of vital 
importance. I make every instal- 
lation personally, for I feel that 
the person who delivers and in- 
stalls the radio should be a sales- 
man. Usually I take a boy along 
to assist me with the work and 
to leave me free to give my full 
attention to the prospect. I al- 
ways install with a good ground 
connection and aerial, even 
though I do not believe the set 
will sell. I find out, too, what sta- 
tions the prospect is interested in 
and set up my aerial with that 
in mind. 

“One thing which, I believe, 
accounts for our high percentage 
of sales on demonstrations is the 
fact that, whenever possible, we 
get a small down payment when 
we leave the radio at the house. 
We suggest that the prospect sign 
the regular time payment form 
and make a’ small payment. 
This, we explain, will save us 
from making another trip out if 
they decide to buy. If they re- 
turn the radio, of course the 
money is refunded without ques- 
tion. Many people will keep 
an article when they have made 
even a small payment on it, 
whereas they would return it 
otherwise.” 

When the radio has been sold, 
the attention to the customer does 
not stop. Whenever Mr. Hill is 
in the neighborhood where he has 
sold a radio, he calls on the cus- 
tomer to find out if everything is 
working satisfactorily. He also 
asks the customer if any of his 
friends are in the market for ra- 
dios and gets many good tips in 
this way. 

A few months after the sale he 
telephones the customer or writes 
him a personal letter. After a 
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year Mr. Hill writes a letter sug- 
gesting that the customer bring 
his tubes in for free testing. 
This results in the sale of many 
tubes, keeps the store in contact 
with the customer and lays the 
foundation for much repeat busi- 
ness. 

Trade-in sets, the bug-a-boo of 
most radio departments, do not 
cause Mr. Hill much trouble. In 
the first place he avoids taking 
in an old set whenever possible 
by suggesting some other use to 
which it can be put. For instance, 
an old battery set can be fixed 
up to operate in an automobile, 
and Mr. Hill has found that 
many customers will pay up to 
$20 to have their old set fixed up 
for this purpose. Or he will sug- 
gest that it be taken out to a sum- 
mer home or used for hunting 
and camping trips. When there 
is a boy or girl away at school, 
he suggests that the radio be 
given to him or her. That the 
old set be given to a relative is 
another suggestion offered. 


The Old Radio 


If the customer has none of 
these uses for an old radio, Mr. 
Hill will say something like this 
to him, “You give a certain 
amount to charity every year, 
don’t you? Well, this year why 
not give this used set of yours 
to some old people’s home or 
other charitable institution and 
keep the money you _ usually 
give?” 

Old sets are never taken in 
at a loss just for the sake of 
making a sale. The firm would 
rather lose an occasional sale 
than clutter up their store with 
a number of old sets that cannot 
be sold. The sets that do come 
in are repaired the very same 
day or the next day, at the lat- 
est, and put out on display where 
they will be sold. 

If the customer still insists 
that his old set has more value 
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than the firm is willing to allow, 
Mr. Hill tunes in the two radios 
side by side to destroy the pros- 
pect’s conception of the value of 
his old set. 

The same suggestions for the 
disposal of old radio sets are 
used when the customer has a 
phonograph he wishes to trade 
in. When these are taken in, they 
are put in condition and sold im- 
mediately, usually for the trade- 
in price. 

“People who call up over the 
telephone and ask the dealer to 
send out a radio are mostly ‘joy- 
riders.’ They do not intend to 
buy but want the use of a radio. 


We avoid sending them out on 
a phone call whenever possible 
by saying that we have no way 
of telling which model will ap- 
peal to them and suggesting that 
they come into the store to see 
which they like. Of course, we 
probably miss an occasional sale 
this way, but not enough to make 
up for the wear and tear that 
wholesale demonstrations mean 
to radios.” 

In addition to handling the 
radio depaftment almost without 
help, Mr. Hill demonstrates elec- 
tric washing machines and vac- 
uum cleaners and does some sell- 
ing in other departments. 





While the recollections of the 
holiday activities are clear in 
your mind, may I ask you for 
a little information that will be 
helpful in making selections of 
merchandise, the arrangement 
and display of same, for an- 
other year. Also any sales im- 
provement that you may sug- 
gest. 


1. Name items for which you 
had the most calls and 
which we did not have in 
stock. 

. Name the items we did have 
in stock and-which you ad- 
vise be discontinued, and 
state why you think so. 

. What do you suggest as an 
improvement in our ser- 
vice to the public at Holi- 
day Season? 

. What changes would you 
suggest in the arrangement 
of merchandise at Holiday 
Season? 





An After-Holiday Store Survey 


B. MARTIN, Martin Hardware Co., Mansfield, Ohio, asked 


e his sales staff to answer these questions: 


5. Would you be interested in 
selecting one or more lines 
of merchandise—and make 
that line your specialty? 
If so, what are the lines? 

. What comments have you 
to make—that is, what was 
the best and outstanding 
feature of our holiday oper- 
ation, as_you recall same? 

. What criticism have you to 
offer? Criticism should be 
constructive, not destruc- 
tive. 

. Are you satisfied with the 
part you performed during 
the Holiday Season? 

. How can I help you to in- 
crease your interest in your 
occupation and add_ to 
your efficiency? 

. If you are not contented 
and happy in your work, as 
regards the store—tell me 
why. 

P. S.—Please, within twenty 

days. 
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The Real Problem is PROFIT 


By LLEW S. SOULE 


ware merchant is how to make a reasonable 

profit on his investment; all of his other prob- 
lems cluster around it. Even the all-absorbing 
question of price is a paramount one only because 
of its relationship with profit. 


Tre outstanding problem of the retail hard- 


The term “price” is a general one. It may mean 
the price which the wholesaler pays the manufac- 
turer; the price at which he sells the retailer, or the 
price at which the retailer quotes to the consumer. 
Since, however, the final sale is the one which in- 
cludes the retailer’s profit—or lack of profit—the 
retail price is the logical basis for any analysis of 
the price question. 

The retail price of any item of hardware is the 
sum total of a series of costs; the expense of manu- 
facture, the manufacturer’s sales cost and profit; 
the wholesaler’s laid down cost, plus his expense 
incident to the item and his profit; the dealer’s laid 
down cost to which must be added the item’s pro- 
portion of expense and his profit. If in the final 
sale the total of these costs on any item is higher 
than the price quoted by competitors, the retailer’s 
profit is naturally diminished or wiped out. 

Manufacturing costs on competitive articles have 
little bearing on the retailer’s price problem. Com- 
petition among manufacturers takes care of that. 
The manufacturer’s distributing costs, however, are 
of importance. If a manufacturer places undue 
burdens upon the distribution of his products to the 
wholesaler, that burden is naturally passed on as a 
part of the general overhead. It makes little differ- 
ence who is responsible for the extra costs; the result 
is the same. Undoubtedly there are in many cases 
unnecessary distribution costs in getting the goods to 
the wholesaler, and the dealer is vitally interested 
in them. 

Next come the costs incident to getting the goods 
in the hands of the retailer. The actual profit of 
the wholesaler is a small item in these costs. His 
profit is a necessary factor in distribution; also the 
statements of wholesalers reveal that their profits in 
recent years have been about on a par with those of 
the average retailer. Once more we find that the 


costs we are tracing are those incident to overhead 
and distribution—overlapping territories, handling 
of unprofitably small orders, expensive services, 
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etc. Again it matters little who is at fault—the re- 
sults on retail prices are the same. 

With the merchandise in the retailer’s hands, we 
face the expenses of retailing, which are likewise 
too high. We discover that the dealer’s actual profits 
are unreasonably low; we find him burdened with 
expensive services. Finally we compare the total of 
costs with the prices to be met and the conclusion is 
inevitable—costs must be reduced all down the line. 

If the manufacturer’s costs of distributing through 
the wholesaler were pared down by mutual effort to 
where they belong, there would be no excuse for 
any preferential prices to chain or catalog com- 
petitors. Today it undoubtedly costs the manufac- 
turer less to sell such outlets. If the costs from 
wholesaler to retailer were reduced by mutual effort, 
to the minimum, a large part of the price problem 
would be solved—provided the retailer kept his own 
expenses on a similar basis. 





Meanwhile there is room for considerable study 
and improvement in the matter of dealer mark-up. 
Relying on average costs in marking goods is fallacy. 
An item which sells rapidly does not carry the aver- 
age overhead. There are many demand items carry- 
ing low margins which could be made to pay good 
profits if bought in proper quantities and vigorously 
merchandised. There are many non-competitive, 
slow-moving items which seem to carry wide profit 
margins, but which are actually sold at small profits 
or at a loss. 

The majority of the items carried in retail hard- 
ware stores can be bought today at prices which will 
allow reasonable profits if properly merchandised. 
The trouble is not in the number of items on which 
the dealer finds he cannot meet competition. Rather 
it lies in the fact that most such items are of the 
quick-turning type, well known to the consumer. 
On the prices of those items the general public forms 
its opinions of retail stores. A few of those items 
are used by competitors as “no profit” leaders. In 
the other cases the hardware retailer’s inability to 
compete profitably is due to the things we have men- 
tioned, and in some cases to price discrimination. 

In any case competitive prices on hardware prod- 
ucts must be met, and the dealer’s business as a 
whole must show a profit, if he and the wholesaler 
are to prosper. The problem is one of profit, based 
on established retail prices. 
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HEN a small 
town hardware 
store along with 
its daily rou- 
tine, pilesupan 
annual 
sales rec- 
ord of 49 
ranges, 59 
circulating 
heaters and 
three carloads 
of steel fence 
posts, it is the 
logical assump- 
tien that 
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somebody 

around 

the place 
is on his toes. 
Here is a story 
of how the 
Jungas Hard- 
ware of Moun- 
tain Lake, 
Minn., did it. 


HE Jungas Hardware at 
TP unin Lake, Minn., 
made a record last year. 
“And business is good this year,” 
said Al Jungas. Here he pulled 
his little book of purchase orders 
from a pigeonhole in the desk 
and read off figures showing that 
his purchases from the wholesale 
houses in May this year were 28 
per cent more than last year. 
The two Jungas boys, John 
Jr., and Al, bought this hard- 
ware business from their father, 
John Sr. The boys are carved 
out by nature as salesmen, and 
have added a lot of sales polish 
by experience. Al, for example, 
only recently severed his connec- 
tions with an aluminum goods 
company. He peddled aluminum 
from house to house to make his 
way through Carleton College, 
Northfield, Minn., and he made 
his way nicely with this little 
side line. He was so successful 
at it that after he finished college 
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the company 

wanted him to 

stay with them. 

They kept add- 

ing to his terri- 

tory, made him 

a State man- 

ager, then 

added another, 

and _ another, 

until he was district manager 
over three or four “States. Al 
liked the business, too, but he 
wanted to get into his father’s 
hardware store, and when the 
father agreed to sell the store to 
the boys, Al cut loose from the 
aluminum people and became a 
small-town hardware merchant 
with big-town sales ideas. 


It Was Geod Training ? 


“Yes, it was a good training 
I got selling aluminum by house- 


House to | 


to-house canvass,” said Al. “I 
got so I refused to take $10 or- 
ders. I turned down many a $10 
order, and insisted on $50 or: 
nothing. And you’d be surprised 
how often I made it stick. I did 
all my work in the evening, when 
the men folks were home. You 
can’t get many women to sign up 
to spend $50 without the consent 
of their husbands, so I knew 
I was just wasting my time 
to go to the homes and dem- 
onstrate to the women alone. 
I used to work until 10 
and 11 o’clock at night.” 
But that is all past 
history. Today the 
boys are in the hardware store, 
and customers are coming to 
them. No, not altogether, for 
these boys canvass. The alu- 
minum goods training has not 
been forgotten. They go out 
after the business. They had a 
little contest among themselves 
to see who could sell the most 
circulating heaters, and when the 
contest closed they had sold 59. 
They took turn-about canvass- 
ing, and staying in the store; and 
during the last few days of the 
battle the contest got so hot that 
the one staying in the store would 
concentrate on circulating heat- 
ers the moment he got through 
selling a quarter’s worth of nails, 
or the 5 gallons of paint the cus- 
tomer wanted. 
With such intensive applica- 
tion to the circulating heater busi- 
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ness, toward the close of the con- 
test young John sold seven heat- 
ers in one day, right from the 
floor, and not one of the custom- 
ers had thought of a circulating 
heater when he came in. At that 
particular time there was a man- 
ufacturer’s plan in effect where- 
by the customer who bought 
within a given period got a lim- 
ited amount of coal thrown in to 
start up his heater. This was a 
great sales point at the time, and 
the Jungas boys did not fail to 
see it and work it to the limit. 

Within the twelve-month pe- 
riod last year they sold 49 ranges. 
This also called for some active 
canvassing, and some fast work 
from the floor as other customers 
came in. 


Some Give Up Too Easily 


“T am convinced the average 
merchant gives up to easily 
when a customer protests that he 
hasn’t the money to make the 
purchase in question,” said Al. 
“Tn a great many cases when peo- 
ple tell you they haven’t the 
money this is not exactly the case. 
They just haven’t the money that 
they have planned to spend the 
way you want them to spend it. 
It is up to us to convince them 
we have the item they should 
spend it for. The potential mar- 
ket is here, don’t forget that. No 
matter how many people tell you 
they haven’t the money, and they 
are broke, and all that. 
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How the Jungas Hardware, of Mountain Lake, 


Minn., applied the experience, gained while 


canvassing to their hardware selling problems, 


in the store as well as out. 


“The average mer- 


chant gives up too easily,” says Al Jungas. . . . 


“Personally I aim to suggest 
some item of importance to every 
customer who comes into the 
store to buy anything at all. No 
matter how slight his purchase 
may be, I take that occasion 
while he is in the store to sug- 
gest some other item, usually 
something that runs into money. 
It is surprising how often such a 
practice results in a good sale. 

“This spring a man came in to 
buy some seed corn. Well, of 
course, everybody knows we make 
practically nothing on a little 
seed corn. While he was here I 
began to suggest other items to 
him. He seemed to want noth- 
ing else. I kept him in conver- 
sation for some time, and kept 
coming back to certain items and 
his possible need for them on the 
farm. I got him on the subject 
of steel fence posts, and gave him 
a good talk about their lasting 
qualities, and the simplicity of 
putting them in. Before he got 
away I sold him 150 steel fence 
posts, and he was the man who 
had come in to buy a few bushels 
of seed corn which yielded us 
practically no profit.” 

A few years ago this firm was 


not selling to exceed 500 steel 
fence posts per year. Last year 
they ran this up to full three 
carloads of posts, and from the 
way the post business is going 
with them right now, it is likely 
that this record will again be 
equalled in 1931. 

“We keep suggesting some of 
the more important and bigger 
items to our customers. We be- 
lieve that is important,” said Al. 
“To farmers I always suggest 
steel posts. How else would I 
find out whether they are in need 
of posts? 

“Then, too, we watch the de- 
velopment of highway construc- 
tion in our community. When 
fences are torn down for this pur- 
pose, there is an arrangement 
whereby the State helps the farm- 
er in the reconstruction of his 
ferices on the new lines. Well, 
we crowd hard to get that busi- 
ness, and we suggest to them that 
while they are building a new 
fence now in this day and age, 
the thing to do is build it with 
steel posts, and have a good 
fence. We get a lot of our post 
business that way.” 


1932 will be satisfactory to you if you weigh 
your problems and find their solution. Hard- 
ware Age will help you to achieve this end. 
Read each issue for its useful and practical helps. 
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Windows That Step Out 
in I9.32 


\REASSN. Mg 


nny . IMPLICITY 
— is the encour- 
aging word 

that expresses the 

new trend in win- 

dow display. It is 

strange that this 

comfortable type 

of window dis- 

play did not ar- 

rive long ago. 

Many of the more 

striking displays 

are constructed 

with the  mini- 

mum of “props” 

and merchandise. 

Take, for ‘in- 

stance, the upper 

photos on_ these 
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pages. The ar- 
rangement of 
these windows is 
simplicity itself, 
but it takes cour- 
age and skill to 
plan such a dis- 
play. That is why 
we have procured 
these pictures— 
that you may, 
with comparative 
ease, duplicate 
the arrangement 
in part or as 
shown. 

If you have a 
small window 
space, the central 
group, say of the 
window at the top of page 24. 
could be used with, perhaps, the 
group of containers placed in the 
foreground. Let us learn to 
adapt the ideas used by the bet- 
ter window men. 

The window at the top of page 
25, was, of course, a large “L” 
shaped display but it could also 
be used in part if desired. Note 
the arrangement of price tickets. 
There is a great opportunity for 
the use of color schemes, de- 
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pending upon the dominating 
merchandise color, in this win- 
dow. 

A timely window for use in 
the next several weeks is that at 
the bottom of page 24. Blues 
will dominate the decorative 
effects in this window. The color- 
ful posters add a touch of re- 
lieving color. 

For the store which requires a 
large display of housefurnish- 
ings and related merchandise. 
























the window at the foot of page 
25 will offer much in the way of 
suggestion. 

This is the tempo of 1932 win- 
dow dressing. Start with the new 
year to make the hardware store 
window step out in fine company. 
HarpwarE AGE will present in 
these pages a pageant of high 
grade windows, chosen for their 
practicability and artistic and 
sales producing quality, through- 


out the year. J. A. W. 
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Look At These Values! 


Every day more thrifty people 
are realizing it pays to shop at 
(Store Name). You’ll always 
find high grade merchandise at 
rock bottom prices. Here are a 
few of the outstanding values. 
Many more await your selection. 


(List Items 
With Prices) 


YOUR STORE NAME 














Wednesday 
Specials 








Watch for our Wednesday 
Specials. They will save you 
money. Compare these Prices! 


(List Items 
With Prices) 


YOUR STORE NAME 





By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest 
illustrations. Copy is always supplied in so far as it is practical for 
use by all of our clients. 


The description and pricing of the items must necessarily be left to 
the individual store in most cases. In writing the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 
item should be given. If greatly reduced, it is sometimes desirable 
to show former as well as reduced price. If any question arises con- 
cerning the use of these ads, write us. You’ll find us willing to help 
you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets 
of mats of all the advertising illustrations of these two pages, in- 
closing your check for $1.25. If you need mounted cuts order them 
by number given under each cut, listing the numbers in a column. 
Figure the charge of 35c. for each cut when less than ten cuts are 
ordered; when ordering ten cuts or more figure the charge at 30c. 
for each cut ordered. Inclose check with order, please—this saves 
bookkeeping of small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 
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XX. 3 


Now is your opportunity to buy electrical supplies at a great sav- 
ing. You'll find our prices for our high grade long wearing electri- 
cal things as low as you will usually pay for very inferior products. 
Buy now and save! 





(List Items 
With Prices) 


Electric lrons 
$0.00 


It pays to buy a good electric iron. Here is one of the 
better irons at a price as low as you usually pw for the 
‘‘cheap” irons which never are satisfactory. igh grade 
mica heating element, iron heavily nickel plated. Well 
balanced—convenient heel rest. 6 Ib. iron complete with 
cord and plug—for 110 to 120 volt current. 


YOUR STORE NAME 
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Always Tie Up Your Displays 
With Your Advertising 





these wonderful savings! 








(List Items 
With Prices) 
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STORE 


Clearance Sale 


XX 5 


A great Store-wide Clearance to get ready for inventory and make 
room for our new spring lines. Every item has been reduced—many 
things %. All perfect merchandise from our regular stock. Share 


Card Tables 
$0.00 


Good looking sturdy card tables that will be 
welcome in every home—especially at this 
low price. Attractive fabrikoid top in black, 
colored frame—well braced underneath. 
Colors—red, green or black. 


Lamps 
Up to— 


$().00 


While They 
Last! 


A group of lamps with values that formerly 
sold as high as . All reduced for quick 
clearance. You'll find lovely lamps for your 
bedroom, for your hall, in fact odd lamps for 
any room in your home. 


NAME 
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Our January 


CLEARANCE 


Every January we clear our 
stocks to get ready for the new 
spring merchandise. We are de- 
termined to make a clean sweep 
of the store and have cut our 
prices as much as % on some 
merchandise. Take advantage 
of this Sale to buy your needs. 
You’ll save real money. 


(List Items 
With Prices) 


YOUR STORE NAMB 














XX 8 


(List Items 
With Prices) 


YOUR 









STORE 


It pays to buy good plumbing sup- 
plies. They last for years and save 
you big repair bills. You’ll find our 
plumbing supplies are of exception- 
ally high grade and priced at rock 
bottom. Come in today. Compare 
our Quality and Prices! 





XX 8 


NAME 















DECEMBER 31, 1931 





XX 10 


Old Time Bargains 


You can buy as much for 

your dollar at (Store Name) 

as you could back in pre-war 

days. Regular old time Bar- 

gains throughout the store— 

all new modern merchan- 
ise. 


(List Items 
With Prices) 


YOUR STORE NAME 






SERVICE 
FOR THE 
WEEK 








27 








Saving Money on Your 
Fire Insurance 


SSUME that an insurance com- 
A pany is determining the in- 
surance rate of an ordinary 
joisted three-story and _ basement 
brick building. A make-up of the 
rate is as follows: In a city with 
municipal fire protection grading 
class 6 (the grading is determined 
after a careful survey of the city’s 
fire-fighting facilities by experienced 
engineers), the basic rate is, say, 
$0.406. Because the area assumed 
is in excess of standard, 14 per cent 
is added. Other additions are: non- 
standard walls, 5 per cent; one un- 
protected floor opening from the 
basement to the first floor, 5 per 
cent; exposed wood cornice, 5 per 
cent. These percentages will add 
$0.1197 to the rate. But this is not 
all—$0.125 is added for exposure— 
that is, because of adjacent buildings 
from which a fire might spread to 
the building under consideration, 
and there are two other charges, 
$0.05 because of rubbish in the base- 
ment and $0.10 because of the poor 
condition of electric wiring. This 
brings the rate up to $0.80. 

The rate does not need to remain 
at this figure. If the owner or some- 
one authorized to act should request 
information on this insurance rate, 
each item wherein a hazard could 
be removed would be discussed by 
the service bureau of the rating com- 


pany. 
First Recommendation 


The first recommendation would 
be to protect the floorway opening 
from the basement to the first floor. 
This would eliminate the 5 per cent, 
or $0.02 charge for this defect. The 
property lacks sufficient fire-fighting 
appliances. If an adequate supply 
of approved chemical extinguishers 
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were installed, the unexposed build- 
ing rate of $0.605 would be reduced 
to 5 per cent, or $.02, resulting in 
a saving of $0.03. Under some con- 
ditions, it would be possible to pro- 
tect the opening in the exterior by 
approved fire shutters. Assuming 
here that this would be possible, the 
installation would remove the $0.125 
charge appearing under exposure. 
If all rubbish were removed from the 
premises, and if electric wiring were 
made to conform to the requirements 
of the National Electrical Code, the 
respective charges of $0.05 and 
$0.10 under “after charges” would 
be eliminated. 

If all of these recommendations 
were carried out, $0.325 would be 
saved in the rate; this would amount 
to a savings of $162.50 in the pre- 
mium if the insurance amounted to 
$50,000. And there are hundreds 
of actual cases where the removal 
of hazards would save even hundreds 
of dollars and perhaps thousands 
each year: / 


Save Money 


This is just a suggestion as to what 
a business man can do with his fire 
insurance, if he goes about it in the 


right way. There are many ways 
that he can work toward the end 
of minimizing fire hazards. In other 
words, he can help insure himself 
and save money. 

What a business man will pay for 
his insurance is determined in most 
states by inspection and rating or- 
ganizations which are supported by 
the insurance companies. These bu- 
reaus carefully inspect properties, 
make detailed diagrams, and analyze 
the fire hazards inherent in each 
building according to its structure, 
occupancy, protection and exposure: 


these data constituting the basis for 
the rate. A complete file of this 
information is kept in the office of 
the bureau at all times, so that the 
bureau may outline at a moment’s 
notice the hazards peculiar to any 
particular piece of property. 

Fire insurance companies have 
long realized that they can assume 
liability upon a risk at a lower cost 
when all hazards, whether of causa- 
tive or contributive nature, are mini- 
mized. “With the hazards involved 
reduced to a minimum, the proba- 
bility of a loss by fire is also brought 
to a minimum. Thus service depart- 
ments have been established in each 
inspection and rating bureau for the 
sole purpose of advising all parties 
interested, the insurer and the in- 
sured, of the exact status of a risk. 

Regardless of where or how the 
insurance is placed, a copy of the 
makeup of the rate and detailed in- 
formation as to how the fire hazard 
may be reduced, with the corre- 
sponding effect on the rate if sug- 
gested changes are made, is furnished 
without charge. 

Be Sure of Class of Risk 

Saving Money By Carrying Ade- 
quate Fire Insurance—Not _infre- 
quently it happens that a concern 
thinks that their class of risk is 
so good as to warrant carrying 
as little insurance as possible. The 
following is an actual example 
of this: A certain company owned 
a nice five-story and basement build- 
ing, substantially constructed, and 
in consideration of the good floor 
cut-offs they decided that fire could 
not possibly destroy very much of 
their property on any one floor, and 
certainly could not spread from floor 
to floor. If a fire should occur, they 
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were fully equipped with an auto- 
-matic sprinkler system with water 
from a gravity tank on the top of 
the roof that would readily prevent 
the spread of fire beyond a very 
limited space. Why, they asked, 
carry insurance for more than a 
small percentage of their total value 
of $1,000,000 if their loss, in the 
event of fire, would probably be con- 
siderably below 20 per cent of the 
full value? Besides, their architect 
had assured them so, and certainly 
he must know, for according to him, 
was not each floor a separate little 
building by itself? : 
However, what they did not take 
into consideration was their next- 
door neighbor. For one night a fire 
broke out in their neighbor’s premi- 
ses, playing against every window of 
the company. Even though meta! 
frame-wired glass windows had been 
installed to prevent fires from in- 
vading the interior of their building, 
the heat radiating 
from the burning 








20 per cent of their entire property 
value could be destroyed by fire. In 
accordance with the 80 per cent co- 
insurance clause retained in their 
policies, they should have been carry- 
ing $800,000 of insurance. In other 
words, they were $600,000 short and 
were carrying this responsibility and 
liability themselves. 


The 80 per cent Clause 


In connection with the above, at- 
tention must be directed to the 80 
per cent co-insurance clause. In 
case of a partial loss, this co-insur- 
ance clause requires that the insured 
become “co-insurer” with the insur 
ance companies for the difference 
between the amount of insurance 
carried and the percentage of the 
total amount that should have been 
carried as required by the co-insur- 
ance clause. In the case just cited, 
the company was making itself co- 
insurer to the extent of six-eighths 


at any partial loss it might sustain. 
No matter what the amount of a 
partial loss may be, as long as the 
assured does not carry insurance up 
to the percentage amount required 
by the co-insurance clause, the in- 
sured will be co-insurer for the dif- 
ference between the amount carried 
and what should have been carried. 
That is why it is so important that 
the business man should ask himself 
such questions as these: “Can my 
business stand participation in fire 
damage?” “Am I fully insured, or 
at least to the percentage amount 
required under the  co-insurance 
agreement?” “If not, has this lapse 
been voluntary or is it the result of 
an oversight?” Of course, it is 
hardly necessary to point out that 
in the final analysis an insurance 
man should pass on these questions. 
That is his business. An intelligent 
fire insurance agent, for instance, 
would never have allowed such a 
dangerous liability as that 

previously described to 





building soon 
raised the tempera- 
ture on every floor 
and opened numer- 
ous sprinkler 
heads which quick- 
ly exhausted the 


water supply. With Your 
subsequent _igni- . 

tion on many ir 

floors, a 50 per Fi ” 

cent loss was suf- Hazards 


fered. 

Such an occur- 
rence directs very 
forcibly, in this 
connection, to 
one’s mind the op- 
eration of the co- 
insurance clause 
in fire insurance 
policies. On the 
basis of $1,000,000 
valuation and a 50 
per cent, or $500,- 
000 loss, what in- 
surance did_ the 
owners of the 
above company 
collect? 

They had re- 
duced their insur- 
ance to 20 per cent 
of the total value, 
or to $200,000 on 
the basis that prob- 
ably not more than 





What You Can 


Do to Lessen 


And what effect such 
changes have upon 
your insurance rates 
are told in this ariicle. 






The right answer will save 
money for many concerns. 





have remained his client’s. 

Know Your Hazards: 
Then Plan to Avoid 
Them.—The method of 
procedure as its affects 
fire losses, fire insurance, 
and building construction 
is to act upon the maxim 
that “prevention is better 
than cure.” The way to 
keep down losses, obtain 
the benefit of minimum 
insurance rates, and avoid 
the interruption of busi- 
ness that follows in the 
wake of fires, is to take 
advantage of the best 
available knowledge in 
eliminating hazards. 

The General Electric 
(company, for example, 
acts upon these principles. 
When a General Electric 
building goes up—and in 
the past few years they 
have erected buildings 
costing millions of dol- 
lars—it is only after the 
plans have been carefully 
gone over and approved 
by the engineering staff of 
the insuring companies. 
These engineers check the 
plans on each building in 
its relation to other build- 
ings, the uses to which it 
is to be put, automatic 
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sprinkler equipment, and so on. 

One result of this has been the 
substitution of reenforced concrete 
for major buildings instead of the 
so-called “slow-burning” construc- 
tion (composed of brick and timber 
walls with plank floors and roof). 
These buildings have incombustible 
floors and roof as well as walls, and 
even then are usually equipped with 
automatic sprinklers because the 
contents are, to an extent at least, 
combustible. 


Special Hazards 


Where there are special hazards— 
such as those of hydro-carbons, var- 
nishes, dipping compounds, enamels 
and the like—they follow a policy 
of segregating these hazards in in- 
combustible rooms outside of the 
main buildings. Such rooms are also 
equipped with the most effective safe- 
guards: automatically closing tank 
covers, devices for injecting steam, 
and patented extinguishers. 

To the physical instruments for the 
prevention and control of fire losses, 
there must obviously be added in- 
telligent direction and unending 
watchfulneess. They work on the 
theory that, given high fire-resistive 
construction and proper attention to 
neatness, order, and special provi- 
sions for hazards arising from the 
use of volatile or highly combusti- 
ble substances, they may expect the 
fire losses to be negligible. 

And, of course, their basic policy, 
that of availing themselves of expert 
consultation to eliminate unneces- 
sary hazards in construction, is 
wholly logical. It is obviously far 
wiser fo determine in advance the 
hazards and to prevent dangerous 
conditions by planning conditions 
and safeguards than it is to attempt 
to make modifications after buildings 
have been erected and equipped. 

Concerns Can Lower Their Insur- 
ance Rates Through Various Meth- 
ods—Many times the installation of 
an automatic sprinkler system is re- 


After a Fire—What? 


garded as the only logical means of 
fire prevention, and yet it often hap- 
pens that a concern believes that it 
cannot afford this kind of protection 
and all effort to lessen the fire haz- 
ard and the cost of fire insurance 
rates is dropped. But nevertheless, 
in many instances, a plan of less 
expense can be carried out until the 
ideal prevention methods can be in- 
stalled. Frequently, the costs of 
these intermediate methods will more 
than pay for themselves. For in- 
stance, hydrants can be more uni- 
versally installed. Buildings with 
large areas, such as warehouses, for 
example, where it is too costly to 
equip with automatic sprinklers, can 
be equipped with an up-to-date hy- 
drant. This will effect a very ma- 
terial reduction in rates, especially 
when the building is distant from fire 
protection. 


The Hydrant System 


Concerns using the hydrant system 
should have their steam plant “cut 
off” from the main building or from 
the electric pumps. This is very 
essential, for if the pumps are not at 
a distance from the plant or thor- 
oughly cut off, and the boilers pro- 
ducing the steam power are affected 
or crippled by fire, the very method 
of prevention is defeated before it 
can serve. The hydrants should be 
placed where fire can not affect them. 
Also, efficient watchmen are needed 
who are able to run the pumps, and 
control the hose. An important 
recommendation is that the mains be 
of ample size so that should sprink- 
lers be installed later on, the water 
supply can be large enough to serve 
both hydrants and sprinklers. 

One large concern saves a lot of 
money on their fire insurance premi- 
ums by keeping careful track of the 
fluctuating prices of all materials 
and services which enter. into the 
construction of buildings; and by 
making careful semi-annual ap- 
praisals of its structures, especially 





with regard to appreciation and de- 
preciation, is able at all times to ad- 
just the amount of fire insurance 
carried upon its properties so that 
the volume will care adequately for 
the actual replacement value. 

It is a fundamental principle that 
the amount of protection must be 
based upon the actual replacement 
value of the structure at the time the 
fire occurs. This does not mean that 
an old structure should be insured 
for enough to build a brand-new one 
like it, but that it should be insured 
for enough to build a new one, 
minus the amount of depreciation 
which has actually taken place. 


Old Buildings 


It will be seen readily that if a 
building which cost $100,000 to 
build 20 years ago were insured now 
for a sum equal to the original cost 
price minus depreciation in the build- 
ing, the actual coverage would be 
nowhere near adequate to replace it 
today. 

Likewise, it is hardly probable 
that any insurance company would 
grant protection on an old building 
which would be adequate to put up 
a new one just like it at the present 
time. And if such an amount of in- 
surance could be obtained, to carry 
it would be an economic waste. The 
building would be insured literally 
for more than it was worth. Too 
high a premium would have to be 
paid, and in case of fire, only the 
actual loss would be compensated. 

The problem, then, is to find out 
just what the structure is worth at 
the time the policy is renewed, that 
the protection carried is no greater 
and no less than the actual value 
represented. 

That this present value may. -be 
determined accurately, this concern 
obtains from various accredited 
sources, reports showing the fluctu- 
ations in the prices of building ma- 
terials and labor from month to 

(Continued on page 49) 


There are certain definite steps to be 
taken after a fire, which facilitate the 


prompt adjustment of insurance compensation. The proper procedure, completely 
though briefly told in a way you will understand will be the subject of a feature to 
appear in HARDWARE AGE in a January issue. You will want to read and keep 
this helpful article, written by an experienced insurance adjuster. Watch for it! 
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The Test of Time 


By SAUNDERS NORVELL 


GOOD many men are 
afraid to indulge in any 
form of sentiment for 

fear they will create the impres- 
sion that they are “slopping 
over,” or “throwing the bull.” 
Many a kind or thoughtful word 
has been withheld because some- 
one was not sure just how it 
would be received. 

We are just closing what to 
most people has been a very 
hard, trying, irritating year. 
Very few people will say good- 
bye to 1931 with regret. On the 
other hand, is it not better for us, 
as the old lady said, to “count 
our mercies?” There is no 
doubt, beyond all material 
things, the sweetest things in life 
as we review the years are our 
friendships. There is no doubt 
that in years of prosperity we 
feel the need of our friends less 
than we do in the hard years full 
of disillusions and disappoint- 
ments. No doubt one of the 
“mercies” of 1931 has been the 
fact that friends have drawn 
closer together. They have been 
more sympathetic, more under- 
standing. Not only in _ this 
country, but all over the world 
there has been a community of 
sorrow. I believe that during 
the hard times through which we 
have just passed families have 
been drawn closer together. 
They have more feeling for each 
other than they had in the years 
of prosperity. So, after all, as 
this old, hard year passes out, 
there is still a great deal for 
which all of us should be thank- 
ful, and, above all other things, 
we should be thankful for the 
good old friends who are with 
us, for the new friends we have 
made, and here at the closing of 
the old year we will remember 
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with affectionate tenderness 
many of the old friends who have 
passed away. 


* * x 


The other night, out along 
Long Island Sound, there was a 
moon attempting to penetrate a 
heavy fog. The branches of the 
trees were bare of leaves. The 
moon, the fog and the trees all 
made a fantastic picture. It was 
like one of those pictures the 
Japanese are so fond of painting. 
So all alone I walked down the 
path to my old apple tree. You 
will remember I wrote about this 
tree once before. I actually feel 
that I can hold communion with 
this tree; something comes out of 
the tree to me, and something 
from me goes into the tree. Just 
what this something is some day 
science will discover. There 
stood the sturdy old tree, with its 
bare branches striking upward 
into the fog. There were the iron 
supports that the Davey tree sur- 


geons had placed to hold the: 


limbs from falling. There was 
the great opening in the side of 
the tree filled with concrete, like 
a heart of granite. This tree 
was once part of a large orchard 
onafarm. Years and years ago 
someone had grafted a branch 
from another tree onto this tree 
when it was young. Since then 
the tree has regularly borne two 
different kinds of apples. One 
year one side of the tree is filled 
with one kind of apples, and the 
next year the other side of the 
tree will bear another kind of 
apple. Last year this old friend 
of mine was so loaded down with 
apples that we had to use props 
to hold the branches up. The 
old boy is just doing his best 
clear to the end, notwithstanding 


the fact that his limbs are sup- 
ported by iron braces and his in- 
sides are full of granite. 

As I stood in the moonlight 
with the fog rolling around the 
trees like phantoms of the night, 
I thought of this man so many 
years ago who did the grafting. 
No doubt he is dead and buried. 
This is a very old tree. Still his 
work lives on, and those who have 
come after him have benefited 
by the good work he did. I feel 
that this tree is a good old friend, 
and I feel that the man who did 
the grafting so many years ago 
is also a friend. 

Old things have always inter- 
ested me—old buildings, old 
china, old furniture, old armor, 
old pictures, etc. To me, a 
house full of old things is a far 
more friendly house than one 
where everything is spick and 
span and new. Somehow, to me 
there is a certain humanness and 
warmth, in fact almost an affec- 
tion, in having around you 
things that have been used and 
loved by human beings for years 
and years. This feeling I know 
is not peculiar to myself. Sonie 
of the Oriental nations, especially 
the Chinese and Japanese, have 
great respect for what is old. 
The ancestors of these people 
have not departed. They are 
still with them. The Emperor 
of Japan is a descendant of a 
straight line of rulers of Japan 
2000 years old. He might do 
almost anything and be forgiven 
by his people, except show the 
slightest disrespect for his an- 
cestors. These people are called 
ancestor worshipers, and I am 
sorry for anyone of any creed or 
race who has not at least a touch 
of this ancestor worship in his 
soul. 

e as 

There is undoubtedly virtue 
in age. For a man or woman to 
live to a great age means a great 

(Continued on page 50) 
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Clear the Deeks for Action 


ANUARY, with its demand 
for clearing away the lines 
that are soon to become un- 

seasonable, requires special at- 
tention in the matter of displays. 
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If you are to start customers off 
right in the new year they must 
be yanked out of their after- 
Christmas drowsiness. Such a 
feat cannot be accomplished with 
mere __assort- 
ments of mer- 
chandise 
placed in the 
windows. 
There must be 
some outstand- 
ing attraction 
to make them 
sit up and take 
notice. 

To begin 
with, let us pro- 
vide for our 
window a pair 


of good - look- 


ing curtain draperies. Caught up 
at one side, as suggested by our 
artist, draperies will make your 
window give the impression of 
quality that you desire. Cus- 
tomers will assume that you re- 
spect your merchandise—and 
customers are susceptible to sug- 
gestion. 


How to Make Window No. I 


The large cornucopia is easily 
made, but we make it still easier 
by showing an easy method chart 
for mapping it out. When this 
cornucopia is completed it 
should be cut out around the out- 
line and placed about the center 
of the window depth. It can be 
supported from the back. This 
done, fasten some cloth to the 
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lower side of the mouth of the 
horn and spread to the corners of 
the window. Upon this material 
a very appealing and unusual 
display may be arranged. Don’t 
forget price tickets. 


The Color Scheme 


For color, we suggest orange 
for the outside of the horn, with 
the spirals in black. This orange, 
by the way will be well to lean 
to the yellow side. The mouth, 
where the sign appears will, of 
course, be a white show card 
with blue or black lettering. 

More folks are staying home 
these evenings; they are more in- 
timate with the condition of the 
heating accessories. A little extra 
bearing down on this line of mer- 
chandise will help a lot to ease 
off the carry overs. Our poster 
(chart provided) will provide 
the publicity as far as the win- 
dow is concerned. Strong white 
lettering on the solid black and 
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the light part in bright yellow- 
orange, with the cold blue show- 
ing through the window is the 
right trick for the color scheme. 

Prices! Prices! Tell the folks 
all about PRICES! 

And, speaking of price tickets, 
next week we will have an article 
which tells you how they should 
be made—about the designs, 


HOW TO DRAW 
THE POSTERS 


Decide how many 
times you wish to 
enlarge these pic- 
tures, then divide 
the space of your 
large sheet into 
the same number 
of squares and 
proceed to map 
out your design 
as per the copy. 
The indexing 
along the side and 
top are to assist 
in locating your 
starting points as 
you work. 
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color and copy. This article will 
be followed by a specific dis- 


month’s_ ticket 
requirements. This 
monthly articles will round out 
the services HARDWARE AGE is 
rendering the retailer in the mat- 
ter of selling more hardware by 
means of window displays, news- 


cussion of each 


series of 


paper advertising and tickets. 
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the Marvin hardware store, 

looked forward to the com- 
ing store meeting with consider- 
able trepidation. He was sched- 
uled to act as chairman, and he 
had never conducted a meeting 
of any kind. While he could 
express his thoughts forcefully 
enough in ordinary  conver- 
sation, his knees knocked to- 
gether at the mere thought of 
presiding over a council of his 
fellow employees. “I hate to be 
a quitter,” he said plaintively to 
Van Davis, “but I’d give a week’s 
salary to get out of the job.” 

“You can do it as well as any 
of us,” Van replied consolingly. 
“Besides, if you can arrange a 
program that will make the other 
fellows do the talking, you won’t 
have to say much yourself.” 

“That’s a good idea,” said Jim 
thoughtfully. “I guess Ill try 
_. 

Thus it happened, that when 
Friday evening finally arrived, 
the assembled employees found 
no special arrangements of the 
space devoted to the meeting. 
Jim sat stiffly in the big chair 


J: DALEY, delivery man for 
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back of the speaker’s table, a lit- 
tle white around the mouth, sober 
of face and decidedly uncomfort- 
able in stiff collar and freshly 
pressed clothes. 

“I—er—er I’m scared, fel- 
lows,” he stammered as_ he 
opened the meeting; I never did 
anything like this before. I can’t 
make a speech, and I won’t even 
try. Just the same, I want this to 
be a good meeting, and it will be 
if you'll all help me.” 


Suggestions 


“Tt seems to me there’s a lot 
of things about the store that we 
ought to talk over,” he continued 
soberly. “We've all got ideas 
about how we would run some 
part of this business if we owned 
it. May be we’re wrong and may 
be we’re right. Anyhow, I think 
it would be a good plan to bring 
these ideas up and discuss ’em 
with Mr. Marvin. I'll start it by 
saying that I think there’s some- 
thing wrong with our system of 
delivering goods. It seems to me 
there’s a lot of waste in it. This 
forenoon I made three deliveries 
to the Johnson house on Mill 





Miarvin’s 






By L. S. SOULE 





Street. One was for a 25c. paint 
brush; another for a pint bottle 
of turpentine, and the last one 
was for a 50c. mop. I don’t be- 
lieve the store made a cent on 
those three orders. Why can’t 
we divide the town into two 
routes and make two deliveries aQry + 
day over each route, one in ne 
forenoon, and one in the after- 
noon?” 

Mr. Marvin looked thoughtful. 
“We might arrange it that way,” 
he said, “if Haskell’s and the 
Robison Hardware would agree 
to do the same thing.” 

“I’ve got an idea,” said 
Charlie Hanson: “Why can’t we 
get them to go in with us on a 
joint delivery system, based on 
Jim’s plan?” “Perhaps we can,” 
said Mr. Marvin. “I'll talk it 
over with them tomorrow.” 
“However,” he added, “if the 
plan goes through, I’m going to 
use Jim for a special job I have 
in mind. He’s too good a man 
to lose.” 

“Thank you, Mr. Marvin,” 
said Jim. “I guess that covers 
the delivery problem for the 
present,” he went on. “Now let’s 
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see what else we can dig up and 
discuss. We'll let Mr. Marvin 
tell us about something that 
bothers him.” “Perhaps _ this 
might do as a starter,” said Mr. 
Marvin. “Twice yesterday I no- 
ticed that the lights in the rear of 
the warehouse were burning ‘full 
blast,’ although no one was there 
at the time. A little attention 
from each of us would produce a 
much needed reduction of our 
light bills.” 

Bill Higgins was on his feet in- 
stantly. “I agree with Mr. Mar- 
vin about turning off lights 
in the warehouse when not 
needed,” he said, “‘ but I don’t 
agree that our light bills should 
be reduced. We need more 

light in the store; it’s so 





dark in places that you 
» @Ss can’t read 
& the labels or 
erie e 
YQ tickets.” 
= Mr. Mar- 
vin smiled. “I thought 
that would come up,” 
he said. “Now what do 


you think we should do about it, 
Bill?” “I think we ought to have 
a man from the Light Company 
plan our store lighting to get the 
best results,” was the reply. 
“Light attracts people—I know 
I hate to go into a dark store.” 
“Very well,” said Mr. Marvin. 
“Tt won’t hurt any to have their 
man come over and submit a 
plan; then we can decide whether 
the change is worth while. Who 
else has a problem to bring up?” 

“T have,” said Van Davis. 
“I’ve been looking over those 
hammers we got from one of the 
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Store M 


eetings 


wholesale houses to sell at 29c. 
—the shipment we unpacked this 
morning. I believe we could get 
50 cents for them easy,”’ “I think 
we could too,” said Mr. Marvin, 
“but that would defeat our pur- 
pose in buying them. We ordered 
them as ‘bargains’ to get more 
people into the store. You told 
me several weeks ago that we 
were losing sales because people 
think our prices are high. We 
want to offset that idea; besides 
we can make a fair profit on those 
29c hammers.” 


Leaders 


“But,” Van queried, “when we 
sell a hammer for 29c, don’t we 
really lose the sale of one for 
$1.00 or $1.50?” “I’m not so 
sure of that,” Mr. Marvin re- 
plied. “I’m inclined to think that 
the 29c price will bring a lot of 
people into the store who other- 
wise would never think of buying 
a hammer. A certain percentage 
of them may buy better hammers, 
once they come in and see our 
line. I rather believe that the 
plan will in- 
crease our sales 
of quality ham- 
mers. What is 
your opinion, 
Charlie?” 

“T think we 
should display 
them at the 29c 
price, but I don’t 
think we should 


put any selling effort behind 
them; just let them sell them- 
selves,” Charlie answered. “Of 
course,” he added, “we should 
display our better hammers on 
the same table and let people 
make comparisons.” 

Bill Higgins interrupted with 
a question: “Why should we use 
as specials, items which sell reg- 
ularly? Couldn’t we get the 
same results by using items out- 
side of our regular lines? I read 
about some dealer who stocks 
standard step ladders, and uses a 
small off-size kitchen step ladder 
as a special—has them painted 
yellow with his name on one side, 
in black, and sells them below 
cost. He charges the loss to ad- 
vertising. Another store in Chi- 
cago uses soap as a special.” 

Mr. Marvin pondered a mo- 
ment. “The ladder idea sounds 
alright,” he said, “but I wouldn’t 
care to sell soap as a special. 
This is a town, not a city, and 
most of the grocers here trade 
with us. I wouldn’t want to an. 
tagonize them.” 

“Well,” said Bill explosively: 
“The Carlan Grocery has a sale 
of granite ware on right now.” 

(Continued on page 48) 
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WESTERN CARTRIDGE COMPLETES PURCHASE 
OF WINCHEST ER—WILL CONTINUE NAME 


Newly Formed Maryland Corporation of Same ager 
Succeeds Former Delaware Corporation—Plant Opens Jan. 4 


with Same Personnel 





ce Definite Jobbers’ Distribu- 





tion Sales Policy—Change Effective, Dec. 22 


The purchase the Win- 
chester Repeating Arms Co., New 
Haven, Conn., by the Western 
Cartridge Co., East Alton, IIl., 
was concluded Tuesday, Dec. 22. 
The business will be continued 
under the control of the newly 


of 


organized Winchester Repeating 
Arms Co., a Maryland corpora- 
tion, which succeeds the former 
Delaware Corporation of the 
same name. The latter went 
into receivership last January. 





JOHN M. OLIN 


The new corporation was 
formed with a capital of $100,- 
000 in common stock, all of 
which is owned by the Western 
Cartridge Co. Outside of this 
capital stock issue, the new com- 
pany starts its career without in- 
debtedness of any kind other 
than the current bills connected 
with the daily operation of the 
business. 





SPENCER T. OLIN 


To effect immediate organiza- 
tion of the corporation and as- 


ris assistant secretary, and Edgar 


the plant without interruption, 
officers of the Winchester Re- 
peating Arms Co. were elected 
as follows: Franklin W. Olin, 
president; John M. Olin, vice- 





F. W. OLIN 


president; Spencer T. Olin, sec- 
retary, and Otto Gnerich, treas- 
urer. These four men also hold 
the same respective executive po- 





OTTO GNERICH 


sitions with the Western Cart- 
ridge Co. Arthur E. Hodgson 


W. Taft assistant treasurer of 
Winchester. 

The new company will carry 
on the manufacture and develop- 
ment of the well-known Win- 
chester products without the in- 
troduction of any radical changes. 
Vice-president John M. Olin, who 
will spend a great deal of his 
time at New Haven, officially and 
emphatically announced that the 
vast 8l-acre Winchester plant 
will continue to be operated as a 
separate and definite corporation 
going right ahead with the Win- 
chester business, which for two- 


thirds of a century has enjoyed 
world-wide trade. 

It was also emphatically an- 
nounced that there will be no 
radical changes in the personnel 
of the plant, and that the offi- 
cers wish it definitely understood 
that no such changes are con- 
templated. Following the Christ- 
mas recess the plant will reopen 
on Jan. 4, 1932, with the same 
working force as before the shut- 
down, and all departments will 
be operated as usual. This means 
assurance to the force, which to- 
day numbers about 2500 people, 
that their employment will con- 
tinue unaffected by the corpo- 
rate changes which have taken 
place. 

The Western Cartridge Co. 
will endeavor to aid in every way 
to reestablish the strength and 
prestige of Winchester with the 
hardware and sporting goods job- 
bers. Toward this end, definite 
sales policies regarding jobber 
distribution will be maintained 
by Winchester, as they have been 
by Western. 


GENERAL MOTORS RADIO 
HAS SALES CONVENTION 


The General Motors Radio 
Corp., Detroit, Mich., held its 
second annual convention of the 
field organization in Dayton, Ohio, 
on Dee. 14, 15 and 16. Com- 
plete plans for 1932 were pre- 
sented by factory executives, in- 
cluding expansion of the present 
dealer organization. 

The new line of standard and 
custem-built household models to 
be presented at the Trade Show 
in Chicago in May was discussed 
in detail. Charles T. Lawson, 
general sales manager, acted as 
chairman; each department head 
in the central office and factory 
appeared on the program. 


ARCHIBOLD BROS. BUY 
HOLLER HARDWARE 

Holler Hardware, Wheeling, 
W. Va., has been sold to the 
Archibold Bros. of Bellaire, 


Executiv 7 N f 
Changes, Meet- alee 
ings, Current ietheiemal 
Events in the 
Manufacturers 
Trade of the 
HARDWARE AGE FOR DECEMBER 31, 1931 
AMES-BALDWIN-W YOMING 


MOVES TO PARKERSBURG 


The Ames - Baldwin - Wyoming 
Shovel Co, announces the removal 
of its general offices from North 
Easton, Mass., to Parkersburg, 
W. Va., effective Jan. 1, 1932. 
Chief executive officers of the 
company will have Parkersburg 
headquarters after Jan. 1. 

Ames - Baldwin - Wyoming will 
operate plants in Alton, Ill., An- 
derson, Ind., North Easton, Mass., 
Parkersburg, W. Va., and Pitts- 
burgh, Pa. 

KEYSTONE WIRE FENCE 

CONTEST ANNOUNCED 


A contest providing 85 cash 
prizes, totaling $1,775, for ideas 
or experiences on “How Good 
Woven Wire Fence Helps In- 
crease Farm Income,” has been 
announced by the Keystone Steel 
& Wire Co., Peoria, Ill. Anyone 
who lives on or owns a farm, 
or is interested in farming may 
compete for the awards, except 
employees of the Keystone com- 
pany. Contest blanks must be 
used. They may be obtained 
from dealers of “Red Brand” 
products made by the Keystone 
Co., or from the company itself. 
There are no fees for entry, and 
it is not necessary to purchase 
the company’s products in order 
to enter the contest. 

Entries must be in by May 9, 
1932. The names of winners will 
be mailed to each one taking 
part in the contest. Judges will 
be Burridge D. Butler, publisher 
of Prairie Farmer, Chicago, IIl.; 
John P. Wallace, publisher of 
Wallace’s Farmer, Des Moines, 
Iowa; and other competent agri- 
cultural authorities. 

Awards are: Ist, $500; 2nd, 
$300; 3d, $150; 4th, $100; 5th, 
$85; 6th, $75; 8th, $40; 9th, 
$35; 10th, $30; 11th, $25; 12th, 
$20, and 13th, $15. In addition 
there are 8 awards of $10 each, 
39 prizes of $5 each and 25 
awards of $3 each. In the event 
of articles having equal merit, in 
the opinion of the judges, the 
final decision as to who gets the 
preference will depend upon the 
neatness and accuracy of the an- 
swers. 

For tie-up with the contest, 
dealers will be supplied with 
entry blanks, local newspaper 





W. Va. 








sure the continued functioning of 
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electrotypes, window posters, etc. 


























L. J. SIMON, PRESIDENT 
OF ALUMINUM & METAL 
PRODUCTS CORPORATION 


L. J. Simon recently resigned 
from the Wagner Mfg. Co., Sid- 
ney, Ohio, to become president 
of the Aluminum & Metal Prod- 
ucts Corp., Buffalo, N. Y. George 
Rosing, for years identified with 
the house furnishing business, is 
secretary and treasurer, and Ed- 
ward Eckert is general manager. 
The company is successor to W. 
A. Eckert Mfg. Co., of which W. 
A. Eckert was president. Mr. 
Eckert, who is city comptroller 
of Buffalo, is still associated with 
the company. 


ACME LOCKSMITHS OPEN 
IN WILKES-BARRE, PA. 


The Acme Locksmiths recently 
opened their store and workroom 
at 12 North Washington Street, 
Wilkes-Barre, Pa., for the repair, 
installation and master keying of 
all types of locks. The store will 
also make auto keys, do grinding 
and repair door checks. 


AMERICAN GAME ASS’N 
TO TAKE OVER DU PONT 
CONSERVATION FORCE 


In order to strengthen and bet- 
ter coordinate the conservation 
movement, the American Game 
Association will take over the 
trained conservation field force of 
the E. I, duPont deNemours & 
Co., Inc., Wilmington, Del., on 
Jan. 1, 1932. 

Officials of both the association 
and the duPont company feel 
that such a field force can op- 
erate more effectively under a 
non-profit organization, it was 
said. The field force, maintained 
by the duPont company for the 
last four years, is to operate di- 
rectly under the supervision of 
Seth Gordon, president of the as- 
sociation. 

Among the objectives of this 
field service will be to aid in es- 
tablishing sound State, county 
and local game restoration and 
production programs; to develop 
local demonstration projects and 
to keep them operating smooth- 
ly; to help established local edu- 
cational institutions provide spe- 
cial training courses to develop 
game experts and to establish fel- 
lowships at such institutions; to 
develop and promote local and 
national information services; to 
keep in close touch with game 
conditions throughout the coun- 
try so as best to serve the inter- 
ests of the sportsmen, landowners 
and general public; and to co- 
operate with all agencies and or- 
ganizations working toward the 
objective of providing more game 
for everybody. 
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The field force is to continue 
to operate under the same princi- 
ples as enunciated in the duPont 
wild life policy. 





ALLABOUGH STORE SOLD 


The Allabough Hardware Co., 
Ridgewood, N. J., well known 
hardware store and one of the 
largest in the east, has been ac- 
quired by the Ridgewood Hard- 
ware Co., Inc., which is now 
operating the business. The 
latter corporation is headed 
by Louis Goldburg, president, 
Parker-Kalon Corp., New York 
City, with his brothers, Irving 
and Sydney, and his brother-in- 
law, Henry Pailet. 





STREVELL-PATERSON CO. 
BUYS MOTOR MERCANTILE 


The Strevell-Paterson Hard- 
ware Co., Salt Lake City, Utah, 
has purchased the Motor Mercan- 
tile Co., Salt Lake automotive 
accessory and equipment whole- 
sale distributor since 1917. Con- 
solidation of the stock is planned. 
Warren Culver, manager of the 
motor firm, will be retained as 
manager. New shipping facili- 
ties will be installed. 





AJAX CO. NOW DEPT. 
OF AMERICAN ELECTRIC 


Ajax Electric Specialty Co., 
formerly of St. Louis, Mo., has 
been merged with American 
Electric Co., Inc., 6126 South La 
Salle Street, Chicago, Ill., and 
will operate in future as the Ajax 
Department of the American 
Electric Co., under management 
of J. S. Cuming, formerly presi- 
dent of the St. Louis corporation. 
Warehouse stocks to supply job- 
bers will be maintained at Chi- 
cago, Ill., St. Louis, Mo., Los An- 
geles, Cal., San Francisco, Cal., 
and Seattle, Wash. 





CONVERSE AND MASON 
CONSOLIDATE FIRMS 


Morton E. Converse & Son Co., 
Winchendon, Mass., and _ the 
Mason Mfg. Co., South Paris, 
Me., toy manufacturers, have 
consolidated to form the Con- 
verse-Mason Corp., with general 
offices at Winchendon. Officers 
of the new corporation are 
Fletcher D. Dodge, president and 
general manager, and William H. 
Hezlitt, vice-president and treas- 
urer. Directors are Mr. Dodge, 
Mr. Hezlitt, Joseph P. Catlin, 
Plainfield, N. J., treasurer, Wood 
Newspaper Machinery Corp., Pat- 
rick J. Murray, president, Win- 
chendon Chair Co., Donald K. 
Mason and Walter L. Gray. 

Mr. Dodge recently resigned as 
secretary of the Toy Manufactur- 
ers of the U. S. A. to head the 
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new corporation. Mr. Hezlitt 
was president and general man- 
ager of the Converse company. 
He is at present vice-president of 
the Toy Manufacturers of the 
U. S. A. Mr. Mason will man- 
age the plant at South Paris, hav- 
ing previously been superintend- 
dent of production for the Mason 
company. 

The Converse company was 
founded at Rindge, N. H., follow- 
ing the Civil War, moving to 
Winchendon in 1889. The Mason 
company was founded in 1906. 


SPECIALTY DISPLAY CASE 
BOUGHT BY NEW FIRM 


The purchase from the re- 
ceiver of the Specialty Display 
Case Co., Kendallville, Ind., of 
all its assets has been announced 
by Specialty Displays, Inc., Ken- 
dallville, Ind. The new company 
is retaining the same operating 
personnel employed by the for- 
mer company. L. S. Levy, who 
has been actively connected with 
the business since 1917, will be 
general manager of the corpora- 
tion. 





ANDERSON IS MANAGER 
OF WRIGHT MFG. CO. 
Vice-President W. T. Morris, 

Wright Mfg. Co., Bridgeport, 
Conn., has ,announced the ap- 
pointment of C. A. Anderson as 
general manager. R. C. Blair 
was appointed at the same time 
as assistant sales manager, with 
headquarters at York, Pa. 








MAJESTIC TO SEPARATE 
REFRIGERATOR AND 
RADIO DIVISIONS 


Majestic electric refrigerators 
and radios will be made, pro- 
moted and sold by separate di- 
visions of the Grigsby-Grunow 
Co., Chicago, Ill. Under the 
new plan a different set of execu- 
tives will be assigned to handle 
each of the Majestic products. 
John F. Ditzell is sales manager 
for the refrigerator division. 
V. E. Vining, formerly sales man- 
ager, Servel Sales, Inc., has also 
joined the refrigerator sales staff. 


MATTHEWS CO. ACQUIRES 
SAMUEL WINSLOW SKATE 


The Matthews Mfg. Co., 
Worcester, Mass., has acquired 
the name, good-will, patent 
rights, etc., of The Samuel Wins- 
low Skate Mfg. Co., Worcester, 
Mass, Although plans for the 
continued operation of the Wins- 
low business are not yet com- 
pleted, the Matthews organiza- 
tion expects to make a line of 
ice skates. 

The Matthews company has 
been furnishing parts to some of 
the largest roller skate producers 
in the country for many years. 
Ball bearings and pressed metal 
parts, distributed through hard- 
ware, department and sporting 
goods channels, are specialized 
in by the Matthews company. 





OBITUARY 


J. W. SCHATZ 


J. William Schatz, 56, presi- 
dent, Federal Bearings Co., Inc., 
Poughkeepsie, N. Y., vice-presi- 
dent, Schatz Mfg. Co., Pough- 
keepsie, bearings and caster 
manufacturers, and vice-president 
of the Waterbury Steel Tool Co., 
Waterbury, Conn., was murdered 
at his home in Poughkeepsie, 
N. Y., Dec. 20. Domestics em- 
ployed in the Schatz home are 
alleged to have committed the 
murder, following their discharge 
for disobedience of their em- 
ployer’s orders. 


A. E. HODGSON 
Arthur E. Hodgson, 48, whose 


election as assistant secretary of 
the newly reorganized Winches- 
ter Repeating Arms Co., New 
Haven., Conn., appears elsewhere 
in this issue, died Thursday, Dec. 
24. He had been with Winches- 
ter for many years, having 
started as paymaster and worked 
his way up to the secretaryship 
of the former firm of that name. 





Death was reported as suicide by 
shooting. His widow is the only 
survivor. 


CLAIRE P, CONGDON 


Claire P. Congdon, 46, died 
recently at his home in Ypsi- 
lanti, Mich., in which town he 
entered the hardware business 
with his father and brother in 
1919, 


JACK B. MOBLO 


Jack B. Moblo, 51, a partner 
in the hardware and_ general 
merchandise firm of R. S. Moblo, 
Riverdale, Mich., died recently 
in that town, following a weak- 
ened condition resulting from an 
operation for gall stones. He 
was born in Canada in 1880 and 
a year later his parents went to 
Riverdale to enter the general 
merchandise business. Later they 
added hardware. Mr. Moblo was 
also president of the Riverdale 
State Savings bank and was in- 
terested in two other business 
enterprises in Lansing, Mich. 
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Generat Marker News 


OF THE WEEK 








Post-Holiday Lull 
Retards Demand 


New York, Dec. 30.—Reports 
from the nation’s leading hard- 
ware markets indicate a fairly 
satisfactory sales volume during 
December. In several market 
centers the quantity of holiday 
merchandise sold exceeded the 
volume of a year ago, although 
price depreciation caused slight 
declines to be reflected in dollar 
sales. 

The customary post-holiday 
lull has retarded the current de- 
mand for staple goods, while 
mild weather continues to restrict 
activity in winter merchandiee. 
Most retailers and wholesalers 
are busy with the formality of in- 
ventories, which are expected to 
reveal stocks in good condition at 
subnormally low levels. Many 
jobbers are making the most of 
the usual lull by holding sales 
meetings of their representatives. 
Preparations are also being made 
for the active solicitations, dur- 
ing January, of dealer orders for 
spring requirements. Early in- 
terest indicates that a healthy vol- 
ume of business will be placed. 

Prices, in the main, are show- 
ing a somewhat firmer tendency 
and few downward revisions of 
consequence are anticipated. The 
higher freight rates becoming ef- 
fective have made advances on 
certain heavy hardware com- 
modities necessary. 

The credit situation retains a 
rather: “spotty” character. Col- 
lections are termed fair in some 
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territories and are described as 
slow in other districts. Some 
improvement in collections is ex- 
pected after the turn of the year. 


Wood Screw Manufacturers 
Make General Price Revision 


Leading manufacturers of wood 
screws have made a general revision 
of prices, with most of the changes 
being upward in character. Although 
no definite information is available as 
we go to press, it is rumored that the 
advances in some instances will range 
upward to approximately 10 per cent 
and that higher freight rates have 
made the advances necessary. 


Mail Order Tire Prices 
Cut to Meet Makers’ Figures 


The midwinter catalogs of mail order 
houses, which are now being issued to 
customers, reflect declines ranging from 
5 to 15 per cent on automobile tires, 
bringing their figures to the same levels 
as those recently established by tire 
manufacturers when they pared tire 
prices down to the lowest levels in his- 
tory. 

Standard balloon tires for Ford and 
Chevrolet wheels are now quoted by 
Sears, Roebuck & Co. at $4.79, as com- 
pared with the former price of $4.98. 

The six-ply balloon sizes offered by 
the same company are now quoted at 
$6.79, compared with $7.15 previously. 
The mail order companies lowered 
prices for truck tires 12 per cent to 20 
per cent early in December. 

As compared with a year ago, the 
reductions shown in the mail order 
catalogs are said to represent price 
cuts ranging for 30 to 45 per cent in 
certain instances. The line of farm 
implements offered by one mail order 
concern was said to have been lowered 
one-third. It is understood that this 
line includes plows, harrows and mis- 
cellaneous farm tools, exclusive of trac- 
tors and threshing machinery. 


Published Estwing Prices 
Apply East of the Rockies 


The price information relating to 
Estwing leather handled tools, which 
appeared on page 39 of the Dec. 17 
issue of HARDWARE AGE, unintention- 
ally implied that the figures quoted ap- 
plied to all sections of the country, 
whereas, in reality, they apply only in 
the territory east of the Rockies. 





Chain Store Sales Volume 
Off 5.25% in 11-month 
Period “~ 


According to a compilation by Mer- 
rill, Lynch & Co., forty-six chain store 
companies, including three mail order 
concerns, show total sales for the first 
eleven months of 1931 of $3,414,607,- 
795, against sales of $3,603,934,425 in 
the corresponding period of 1930, a de- 
crease of 5.25 per cent. 

Three mail order companies alone 
show sales for the first eleven months 
of 1931 of $541,506,330, against $627,- 
680,160 in the first eleven months of 
1930, a decrease of 13.72 per cent. 
Excluding the mail order concerns, 
forty-three companies show sales for 
eleven months of 1931 of $2,873,101,- 
465 against sales of $2,976,254,265 in 
the same period of 1930, a decrease of 
3.46 per cent. 

Results for November, 1931, as re- 
ported by forty-six chain store com- 
panies, including three mail order con- 
cerns, show total sales of $293,385,- 
538 against $325,565,395 in November, 
1930, a decrease of 9.88 per cent. The 
three mail order concerns alone show 
sales for November of $47,782,233 
against $57,978,154 in November, 1930, 
a decrease of 17.58 per cent. Exclud- 
ing the mail order concerns, forty-four 
chain store companies show sales for 
November, 1931, of  $245,603,305 
against $267,587,241 in November, 
1930, a decrease of 8.21 per cent. 
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Basie Business Indicators for Week Ended Dee. 19 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


The charts of the twenty-one basic business indicators appearing below when compared with the charts published for the preceding 

week reveal upward trends in freight car loadings, petroleum production, lumber production, wheat receipts, cotton receipts, business 

failures, bank debits outside New York City and money in circulation. Downward tendencies are apparent in building contracts, 

steel ingot production, brokers’ loans New York City, stock prices, loans and discounts F. R. Member banks, and bond prices. The 
remaining seven indicators have a practically unchanged status from the preceding week. 
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CINCINNATI 


(Cincinnati office of HARDWARE AGE) 
Cincinnatl, Dec. 29. 


HILE business volume of holi- 
W day goods has increased no- 

ticeably, lower prices have 
held sales of district hardware jobbers 
to a level slightly above iast Decem- 
ber. Quantity movement of these sea- 
sonal items has been exceptionally 
good and a marked improvement over 
last year shown. In fact, jobbers indi- 
cate that they have exhausted their 
stocks on lower priced tree sets and 
the present demand is moving a large 
number of higher priced sets. As a 
result of the seasonal spurt in busi- 
ness, December balance sheets will 
show a marked improvement over No- 
vember. However, the slow movement 
of other hardware articles would indi- 
cate sharp recession in demand next 
month. 


SEASONAL GOODS 


Weather conditions continue to be 
unfavorable. Mild, almost early spring, 
weather has marked the district since 


CHICAGO 


(Chicago office of HARDWARE AGE) 
Cuicaco, Dec. 29. 

EWS of the week is most cheer- 

ing if it emanates from the 
| \ sellers of Christmas merchan- 
dise, but even the stories of every-day 
sales of every-day goods carry many 
notes of optimism. Holiday buying in 
Chicago and its suburban area during 
December has exceeded all expecta- 
tions, according to the Chicago Asso- 
ciation of Commerce. While the unit 
price of gift purchases has averaged 
well under a year ago, with most shop- 
pers seeking moderate-priced wares,— 
the larger number of transactions more 
than made up for the lower average 
value. In addition, there has been a 
very noticeable increase in cash pur- 
chases, indicating the spending of bank 
and Christmas-club savings. Whole- 
salers have been worked to capacity in 
gift goods departments, under the pres- 
sure of rush orders by wire to replenish 
broken stocks among retailer distribu- 
tors. They report a good volume of 
reorders for gift items ordered too 
scantily in earlier purchasing. The 
number of shoppers in the down-town 
and neighborhood department stores 
of Chicago was as large as in any 
previous year. Retail sales of staple 
items are steadily fair. : 
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September. Consequently, demand for 
stove supplies, coal beds, snow shovels 
and other cold weather items, has been 
under the level of last year. Given 
the advantage of favorable weather, 
jobbers indicate that there is still room 
for a good movement of these items. 


MARKET NOTES 


Special premium inducements on 
flashlight sales brought a heavy de- 
mand this month for both cases and 
batteries. In fact, jobbers report that 
they have cleared their stocks of these 
items. 

Staple articles, however, continue at 
slow movement. Business in shelf 
merchandise has been at meager pro- 
portions for some time, and the mar- 
ket indicates little change in the future. 

Quotations on denatured alcohol are 
to be increased 12c. a gallon on Jan. 1. 
In addition, contracts are to be limited 
to three months duration. Reductions 
averaging about 15 per cent have been 
made on tires and tubes. 

Rumors of possible increase in cop- 





THE OUTLOOK 


Trade is facing with mingled feel- 
ings that great imaginary divide which 
the coming of the New Year brings. 
Probably the most general reaction is 
one of relief that 1931 is now history, 
and almost as universal is the hope or 
confidence that the skies of 1932 may 
be sunnier. A symposium of New Year 
messages from Chicago’s nationally 
known financial leaders most signifi- 
cantly avoids glib and rosy prophecy, 
but is stirring in its call to renewed 
courage, energy and patience. 

The sanest resolution for the coming 
of 1932, they tell us, will be to go to 
work, and to’help others go to work. 
The best thing about the current low 
commodity prices is the relief they af. 
ford from fear of further serious de- 
clines. The most constructive thing to 
do is to take advantage of existing 
opportunities, for our country is still 
rich in resources. We should not look 
for a rapid return to 1929 conditions. 
They may come again, but only as a 
result of long-continued exertion. We 
cannot coast back,—we must climb 
back, and that will take time. 


AGRICULTURAL NEWS 


Reports from the Winter-wheat sec- 
tions reveal that wheat has been helped 


Holiday Sales Reflect Increase; 
Weather Retards Seasonal Lines 


per and cotton goods have been heard. 
So far, however, no definite announce- 
ment of changes in prices on these 
items has been made. 


EMPLOYMENT 


Industrial employment has shown 
little change during the past month. 
Occasional small decreases of unem- 
ployment in some industries have been 
offset by increases in others. Con- 
struction employment, of course, has 
declined during the winter months. 
Manufacturing employment fluctuates 
slightly from week to week, but the 
average is unchanged. Christmas busi- 
ness in stores has aided in taking up 
some of the slack in employment. 


STEEL DEMAND 


Finished steel items are in a dull 
market. Sheets are moving at about 
40 per cent of capacity output. Future 
operations of automobile manufactur- 
ers will probably bring a better demand 
if present indications bear fruit. Struc- 
tural steel, however, is without appre- 
ciable demand. 


Holiday Buyers Were Numerous; 
W ood Screw Price Advance Likely 


by rain and snow, although there has 
been damage done in certain areas 
due to freezing weather. The esti- 
mates of the probable yield of Winter 
wheat show expectations of 459 million 
bushels, as compared to 775 million, 
produced in 1930—a decrease of 40.8 
per cent. Cattle holders are said to be 
selling freely, in liquidation, and are 
creating heavy, market supplies of stock 
at the leading distributing centers. 
Butter and egg production continue 
very large, and prices have been held 
down by the unusual winter supplies. 
The total farm value of the nation’s 
crops this year was reported by the 
department of agriculture at $4,122, 
850,000, as compared with the revised 
figures of $5,818,820,000 for last year’s 
crops and $8,088,494,000 for those of 
1929. 

Collections by and from merchants 
in the agricultural sections remain 
slow, but are keeping up relatively 
well. Evidently expenses have been 
cut, and overheads are being carefully 
watched both in farms and in stores. 


PRICE AND NEWS NOTES 


Manufacturers of Wood Screws have 
announced new prices effective Decem- 
ber 19th, changing the base discount 
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on Flat Head Bright Screws to 50 per 
cent instead of 40-25 per cent, an ad- 
vance of more than ten per cent. The 
makers say that no outstanding con- 
tracts are in existence at the old prices, 
and that jobbers must probably soon 
pass along the new basis to their retail 
customers. 

Nails and wire products are firm at 
the new prices, based on $2.40 f.o.b. 
Chicago for nails, and any or all con. 
tracts at the old $2.30 base are said to 
be expiring at the end of this month. 


PITTSBURGH 


(Pittsburgh Office of HARDWARE AGE) 
PittsspurGH, Dec. 29. 
( yf thee business with most 
of the jobbers in this district 
was something of a disappoint- 
ment, as last minute buying did not 
amount to significant totals. Unseason- 
able weather has also influenced hard- 
ware buying adversely, and jobbers 
still have heavy stocks of such items 
as sleds, skates and heating and venti- 
lating equipment. The same is true 
with retailers, although most of them 
have been buying sparingly in an effort 
to keep stocks low. 


PRICE CHANGES 


Numerous price adjustments are be- 
ing made as the end of the year ap- 
proaches, the upward revisions being 
due largely to the recent adyances in 
freight rates from New England to 
Pittsburgh. Wood screws have been 


ATLANTA 


(Atlanta office of Harpwarp AGE) 
At tanta, Dec. 29. 


FTER making allowances for a 
rather slow showing of this 
year’s holiday season’s busi- 

ness, taking into consideration the pre- 
vailing depression and the most dis- 
couraging times in recent history, move- 
ment of hardware merchandise during 
the holidays and during the month of 
December compares favorably with the 
corresponding month of last year, re- 
flecting only a small per cent decline 
from that period and running slightly 
under the month of November of this 
year. 

Holiday business, which at first indi- 
cations looked as though it would ex- 
ceed last year’s record, has fallen a 
little short of that mark, however job- 
bers, due to dealers withholding their 
specifications on wheel goods and many 
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Binder twine values are exciting 
much interest at the very low prices 
recently announced, standard 500 ft. 
twines being at $3.6214 per fifty pound 
bale for the 1932 selling, compared to 


$4.8714 per bale last season. At these 
values on standard brands, the distri- 
bution of prison-made and imported 
twines is expected to be relatively 
small. 

Spring orders for farming tools (steel 
goods) are livening up considerably. 
The discount inducements for early 





raised about 121% per cent for the first 
time in two or three years. The Millers 
Falls line of braces has been revised 
downward slightly. Jobbers have issued 
new prices on wire products, to be 
effective Jan. 1, following the recent 
revision of mill selling schedules. Nails 
are quoted at $2.35 a keg; annealed 
wire No. 9 at $2.75 a hundred Ib.; 
galvanized No. 9 at $3.20 a hundred 
lb.; four-point cattle barbed wire in 
80 rod spools at $2.55 a spool; four- 
point hog barbed wire at $2.75 a spool; 
polished fence staples at $2.90 a hun- 
dred Ib., and galvanized fence staples 
at $3.15. 


GENERAL CONDITIONS 


Industrial activity in the Pittsburgh 
district has been sharply curtailed dur- 
ing the past week, due to year-end 
inventory taking and other seasonal 
influences. While steel ingot operations 





other holiday items, have practically 
cleaned their stocks of Christmas mer- 
chandise. 


STAPLE LINES 


Staple merchandise, while appearing 
to hold to the level of the last several 
months, is being ordered in very small 
and broken lots to satisfy current re- 
quirements only until after inventories 
are made. 


FUTURE PROSPECTS 


Opinions throughout hardware circles 
are that no marked improvement in 
general business is yet in sight and it 
is expressed that business recovery now 
is dependent chiefly upon increased 
farm buying power and neither busi- 
ness nor agriculture can fully recover 
independent of the other. It is felt 
that if the farmer’s income could be 


Holiday Trade 
Staple Goods Move in Small Lots 





buying, which have now expired, are 
thought to have had a helpful effect. 

Poultry netting and hardware cloth 
are starting to sell moderately for 
spring delivery, and the new price 
schedules seem to be firm, both to job- 
ber and to retailer. Screen cloth buy- 
ing has hardly started, but January is 
always the month of best pre-season 
sales possibility. Hopes are enter- 
tained for a reasonably normal and 
profitably volume during the next few 
weeks. 


Xmas Business Disappoints Trade; 
Several Price Revisions Announced 


dropped under 20 per cent, a gain has 
been registered this week and the 
ground lost will probably be regained 
early in January. Steel finishing mills 
averaged better than open hearth ca- 
pacity during the last week or two, as 
considerable tonnage was placed for 
shipment after Jan. 1. Prices on fin- 
ished steel products, however, are very 
weak, and revisions downward are in 
prospect on a number of items. 

The coal business continues very dull 
because of unseasonably warm weather. 
Industrial consumption has naturally 
been light, and buying by the railroads 
well under last year’s levels. Domestic 
users have ample stocks in their cellars 
and dealers are buying sparingly. 

No change in the trend of collections 
is noticeable, but hardware jobbers 
expect some relief after the first of the 
year. 


Fairly Good; 


improved business could easily find a 
market for its products. 


FUTURE ORDERS 


Future orders placed during Decem- 
ber have been few, due no doubt part- 
ly to jobbers salesmen, as well as 
dealers, concentrating most of their 
time and efforts on holiday business. 


PRICE TREND 


The price trend seems to be showing 
a firmer tendency, however, adjustments 
continue to appear here and there and 
a few manufacturers are announcing 
schedules on spring items, many of 
which are marked for declines. 

Wire goods have shown recent de- 
clines and quotations from Atlanta 
jobbers stocks are as follows: Poultry 
netting—per roll of 150 lineal feet 1” 
mesh, 24” wide—$1.62, 18” wide— 
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$2.33, 24” wide—$2.97, 36” wide— 
$4.05, 48” wide—$5.39, 72” wide— 
$8.09; The 2” mesh running 12” wide 
.73, 24’—$1.32, 36”’—$1.79, 48”— 


TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 

MinneEAPo.is, Dec. 29. 
GLANCE at the current map 
A in a national business publi- 
cation shows the Northwest 
area as being classed as fair. The Da- 
kotas, with the exception of a small 
portion of North Dakota, is so de- 
scribed. The holiday sales in the 
larger cities will range up very favor- 
ably with last year. While business 
lagged during the early part of the 
month, the last week of the Christmas 
trade made a very favorable showing. 
Stores were well filled with buyers, 
and with the specially low prices in 
many lines as an attraction, the public 
made the usual pre-holiday rush for all 
manner of merchandise for presents. 


WINTER SPORTS GOODS 


Despite the fact that the abnormally 
warm weather has held off the possi- 
bility of skating, skates have again 
proved one of the leading favorites in 
the gift market. Dealers disposed of 
their initial stocks, and reordered from 
jobbers until the jobbers’ stocks were 


EBOSTON 


(Boston office of HARDWARE AGE) 


Boston, Dec. 29. 


HE outstanding feature of the 
past ‘week was the last minute 
buying before Christmas. Start- 
ing on Monday, Dec. 21 and following 
through the 24th, wholesale shelf hard- 
ware houses were fairly swept off their 
feet with business. While not unex- 
pected, business was a far greater 
volume than anticipated, and embraced 
every item that comes under the head- 
ing of holiday goods. 


CURRENT ACTIVITY 


The current week will be devoted 
by wholesale houses to stock taking, 
sales conferences, planning for 1932, 
and the cementing of tag-end details, 
so that everything will be in apple pie 
order when the new year is ushered in 
or shortly thereafter. Stock taking, 
while a strenuous task, is handled far 
more easily these days than in the early 
years of the present generation, due 
to improved methods of listings and 
to the universal custom of pulling 
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$2.39, 72”—$3.56. 

Field Fence—726 x 6—14% gage @ 
$4.15 per roll; per 20 rod roll—832 x 
6—1414 gage @ $4.85, 939 x 6—12%% 





depleted. Many of the jobbers found 
their stocks inadequate to supply the 
demand on some of the sizes and styles. 
Skiis and toboggans have sold remark- 
ably well also, although there is no 
indication at the time this is being 
written, in the vicinity of the Twin 
Cities at least, of an opportunity to 
make use of them. 


ELECTRICAL GOODS 


Electrical merchandise has proved 
to be a big factor in sales during the 
holiday trade period. There is a con- 
stantly growing demand for this class 
of goods, not only in the larger centers, 


but in the smaller communities, and 


rural districts, due to the steady spread 
of electric lines over the Northwest. 


PRICES SHOW FIRMNESS 


Prices in this market have reacted 
to the advance in general freight rates 
on hardware, notably on nails, wire and 
sheets, during the past two weeks. So 
far the items named are the main ones 
affected, but there is a strong possi- 
bility that other items in the hardware 





everybody in from the road to assist 
in the task. Most salesmen get a 
greater kick out of these year-end sales 
conferences than anything else. 


CONFIDENCE IN FUTURE 


Wholesalers look to 1932 with a 
great deal of confidence. They believe 
they and the average retail dealer dur- 
ing 1931 thoroughly revamped finan- 
cial positions, and as a result the credit 
situation is much sounder than it was 
a year ago, and decidedly more so 
than two years ago. 


STOCKS DEPLETED 


Wholesale stocks in general are far 
from excessive. Stocks of holiday 
goods are remarkably small. Retail 
stocks, according to wholesale house 
salesmen, are broken. In other words, 
nobody is overburdened with stocks. 
A very large part of those goods that 
are on shelves are classified as “liquid,” 
or quick moving merchandise. 

New England manufacturers also are 
by no means burdened with stocks of 


gage $7.10, 1134 x 6—1214 gage $7.60, 
1446 x 6—1214 gage $9.25. 

Heavy barbed wire—cattle @ $2.85, 
hog @ $3.10; light cattle @ $2.50. 


Holiday Sales on Par with 1930; 
Heavy Products Show Firmer Trend 


line will feel the effects of the advance 
with the turn of the year, after the 
annual inventories in the jobbing 
houses have been put in the back- 
ground. 

Quotations on the items mentioned 
are now, f.o.b. Twin Cities, as follows: 

Nails, standard, $2.60 base net. 

Nails, coated, $2.60 base net. 

Black steel sheets, 24-ga. (base), $3.75 
cwt. net. 

Galvanized steel sheets, 24-ga. (base), 
$4.25 cwt. net, 

Plain black wire, No. 9 (base), $3.00 
cwt. net. 

Plain galv. wire, No. 9 (base), $3.45 
cwt. net. 

Galv. barbed hog wire, 80-rod spools, 
$2.76 spool net. 

Galv. cattle wire, barbed, 80-rod spool, 
$2.58 spool net. 

The week between Christmas and 
New Year’s is being devoted by the 
jobbers to the annual inventory and to 
the annual salesmen’s meetings, as 
usual. Very few price changes are is- 
sued for the last few weeks of the year, 
awaiting the annual events mentioned. 
Without doubt additional changes in 
prices will be announced soon after the 


first of the year. 


New Year Viewed with Confidence; 
Few Price Revisions Being Made 


raw materials. The whole business 
world, so far as it immediately con- 
cerns the hardware trade, therefore is 
in a very healthy condition, and should 
respond immediately to any increase 
in demand for finished products. 


IMMEDIATE OUTLOOK 


The average wholesale house does 
not anticipate that business will change 
much in character during the first 
quarter of 1932. General opinion 
seems to be that retail buying will 
continue to be conservative during that 
period. After that, a slow yet gradual 
expansion in the movement of merchan- 
dise all along the line is thought very 
probable. How long the period of ex- 
pansion will last is problematical, say 
some wholesalers. Certain of them 
rather expect the improvement will last 
through 1935, at least. 


PRICE SITUATION 


With wholesale houses up to their 
neck in business the past week, little 
attention was paid to price changes. 
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The New, Patented, Non-Mercuric 
Kleanbore Priming Mixture 
First In The Field 





For many years ammunition manufacturers 
have been trying to perfect a non-mercuric, 
non-corrosive priming for use in rim and center 
fire metallic cartridges, and in shot shells. The 
advantages of such a primer have long been 
recognized. The new Remington rim fire prim- 
ing mixture means stability such as never before 
was known. It allows the use of the stronger 
military type brass shells in rim fire sizes. 

Remington perfected this primer more than 
two years ago and has secured patents covering 
it. However, following our invariable practice 
of subjecting new products first to exhaustive 
laboratory tests and then to thorough field tests 
before announcing them, we first put the new 
priming mixture in cartridges for export to hot 
and humid countries where they would meet 
the severest conditions existing anywhere. They 
stood this test in such remarkable fashion that 
the United States Government bought millions 


of cartridges primed with the new mixture. 
Military men have given them a thorough trial 
and repeated orders confirm their high opinion 
of them. 

Our use of this new patented priming has 
been steadily increasing. For months we have 
been using no other type of mixture in rim fire 
cartridges. Many millions of them have been 
sold. Remington was the first manufacturer in 
the United States to make this revolutionary 
improvement in ammunition. The stability of 
Kleanbore cartridges primed with this mixture, 
and their resistance to deterioration under all 
conditions, set an entirely new standard for 
ammunition. 

You can get Kleanbore cartridges from your 
jobber. Don’t submit to substitution. 


of Mayne te: 


President 





A HAPPY NEW YEAR TO YOU ALL 





REMINGTON ARMS COMPANY, 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 





The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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On or about Jan. 4 next new freight 
rates will go into effect, and these will, 
it is believed locally, force manufac- 
turers to revise their price lists. Just 
what this revision will amount to is 
problematical, of course, but the fact 


MEMPHIS 


(By HarpwakE AGE Special Correspondent) 
Mempuis, Dec. 29. 

HE holiday spirit prevails in this 

city and in the country "round 

about, while business is moving 
along about as usual and jobbers re- 
port about the same volume as the 
corresponding period of last year. The 
prediction is that trade will be more 
brisk, but probably not quite as great 
in dollars as the month of December 
last year, due to purchases running 
more to the more moderately priced 
merchandise. 


WHOLESALE TRADE 


Wholesalers, of course, are doing bus- 
iness in the same old way and report 
collections holding up better than was 
expected. This condition will be even 
better if the excessive rains will cease 


NEW YORK 


New York, Dec. 29. 
HILE last minute buying of 


holiday merchandise was not. 


up to the standards of former 
years, metropolitan wholesalers of hard- 
ware and housefurnishings say business 
for the pre-Christmas week was fairly 
brisk. Shortages developed in several 
of the most popular types of gift items, 
particularly in such lines as electrical 
appliances, toys and electric clocks, 
due to the difficulty experienced by job- 
bers in accurately anticipating dealer 
requirements. Articles in the moderate 
and low priced brackets enjoyed the 
most active demand and preference 
was shown gift items of an essential 
and practical nature. 


INVENTORY 


Most local wholesalers are now oc- 
cupied with inventory, and as stocks 
are conceded to be at sub-normal levels, 
it is believed that this annual task 
will require less time and effort to com- 
plete than in previous years. It ap- 
pears that both wholesale and retail 
stocks will generally be found to be 
free from excessive quantities of un- 
salable merchandise and priced in ac- 
cord with the times. It seems prob- 
able, however, that in some instances 


Ad 


remains that many prices unquestion- 
ably will be higher. It has often been 
said that business is best on rising 
prices, and wholesale hardware houses 


see no reason why this old saying 





Collections 


and if we can have some bright cool 
weather which is needed for the finish 
of cotton picking. Gins have been 
practically closed down for about three 
weeks, due to the excessive wet 
weather, and with a few bright days 
they will get into operation again and 
will not only speed up cotton traffic 
and collections, but will help the labor 
situation and retail trade, accordingly. 


THE PRICE TREND 


Prices have changed rapidly and 
sharply in some lines during the past 
two or three weeks, and jobbers’ weekly 
price change sheets to their salesmen 
have been quite heavy. Reports from 
jobbers are that the price situation is 
considerably improved and much more 
satisfactory with these recent changes. 
as they have brought into line some 





stocks on hand are incomplete and in- 
adequate. This is reflected by the in- 
ability of some retail and wholesale 
establishments to supply the every-day 
needs of their customers, which in- 
dicates that a hand-to-mouth buying 
policy is being practiced to an unwar- 
ranted extreme. 

A lull in buying is usually notice- 
able just prior to the inventory period. 
which is generally followed by an im- 
proved demand for items to round out 
broken assortments and to replenish 
depleted supplies of staple goods. 
More retailers than ever before are 
expected to make a thoroughly physical 
inventory this year end, as general con- 
ditions have made it more necessary 
for the merchant to have dependable 
facts and figures at his finger tips. 


ALIGNMENT ADVOCATED 


Credit executives for distributing 
firms serving the retail trade declare 
that many stores have not yet aligned 
their operating policies to conform with 
existing conditions and assert that such 
stores are only postponing the inevit- 
able. These executives are strongly 
advocating pricing based upon prevail- 
ing costs; a curtailment of non-essen- 
tial operating expenditures and an 


should not hold good. It is felt, at 
least, the turning point in the drop in 
values has been passed, and that retail 
and public confidence in business will 


return sooner or later. 


Business on Par with Year Ago; 
Holding Up Well 


things that were considered high and 
consequently bothersome. 


FUTURE ORDERS 


Jobbers report quite a falling off in 
future sales dye to two things, the 
proximity of the holidays and the ap- 
proach of the actual season for the use 
of merchandise that has been selling 
for future. 


TIRE PRICES CUT 


A rather sharp and an altogether 
unexpected decline in auto tires and 
tubes was recently announced. Auto 
tires were considered cheap before the 
decline and rubber plantations are re- 
ported to be having some trouble satis- 
fying and keeping their labor at the 
compensation the present price of rub 
ber permits... 


Late Xmas Demand Considered Fair; 
Advances Expected on Wood Screws 


alignment of overhead expense to a 
correct proportion to be in accord with 
current sales volume. In specific cases, 
salary reductions, less expensive store 
quarters and similar measures of 
economy have been recommended. 


SOME GOOD RECORDS 


Despite the depreciated value of mer- 
chandise during-the year now drawing 
to a close, a consistent program em- 
bracing sound and conservative oper- 
ating methods, coupled with plenty 
of “elbow grease,” are the two fac- 
tors that are credited with having 
enabled some wholesale and _ retail 
firms to maintain a better than the 
average standing. In not infrequent 
incidents, such firms have actually 
moved a larger quantity of merchandise 
than in 1930. The materially lower 
prices of 1931, however, have caused 
slight decline to be reflected in dollar 
volume. 


PRICE INFORMATION 


Few price revisions are currently 
being announced by manufacturers. 
Possibly the most important bit of price 
information is that leading manufac- 
turers have made a general revision 
in the discounts applying to wood 
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screws, with most of the changes rang- 
ing upward to approximately 10 per 
cent. No drastic changes appear to be 
in the immediate offing, although minor 
revisions are anticipated in several lines 
after the first of the year. The higher 
freight rates becoming effective within 
the next week make additional ad- 
vances likely on heavy products that 
have not yet taken this factor into 
consideration. The advancing tendency 
of raw copper following the agreement 
recently reached by world producing 
interests to curtail production, may 


Elliott Issues “The New Day 
in Advertising For 
Retail Stores” 


An interesting booklet entitled “The New 
Day in Advertising for Retail Stores,” has 
been issued by the Elliott Addressing Ma- 
chine Co., Cambridge, Mass. The book- 
let tells why advertising is essential to re- 
tail store success and how to properly ad- 
vertise. Such factors as mailing lists, 
form letters and post card advertising are 
included in the booklet. 

Illustrations show Elliott Mailadvertising 
machines for retail stores, including elec- 
trically and foot operated machine ad- 
dressers, etc. It shows samples of adver- 
tising cards which may be made with the 
“Elliott” Combination printer and adver- 
tiser, using sketches, typed information and 
hand writing. 

An illustrated broadside has been issued 
by the company showing Elliott addressing 
machines for every addressing, name writ- 
ing and listing requirement as well as ad- 
dressing system accessories. 





Humphryes Issues Booklet, 
“Glorifying the 
American Home’”’ 


The Humphryes Mfg. Co., Mansfield, 
Ohio, has issued an attractive booklet, 
“Glorifying the American Home.” The 
catalog not only covers the fixtures, but 
gives a history of plumbing, as well as de- 
scribing the manufacturing processes. It 
simplifies the sale of fixtures and fittings; 
each fixture is accompanied, on the same 
or opposite page, with illustrations and de- 
scriptions of the proper fitting to be used. 
Illustrations are all in process color. Bath- 
room outfits are grouped for convenient 
ordering. 

In addition to illustrations, there are 
diagrams showing suggested arrangements 
of the various styles of bathrooms, such as 
The John Carver, The Edward Winslow 
and The Miles Standish bathroom. There 
are also illustrations of individual bati- 
room pieces, together with specifications, 
as well as illustrations of kitchen plumb- 
ing fixtures. 

The Humphryes Mirard color keyboard 
gives the keynote for the planning of at- 
tractive bathrooms or kitchens. For the 
benefit of those not employing an interior 
decorator the keyboard is offered. It sug- 
gests color combinations for floors, walls 
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make for higher prices on finished 
hardware items of copper and brass. 


FUTURE ORDERS 


Very little active solicitation of 
future orders has taken place, but 
local wholesalers have expressed the 
intention of seeking spring business in 
an agressive fashion just as soon as in- 
ventory is out of the way. While 
manufacturers of most of the impor- 
tant spring lines have issued their price 
lists for the jobbing trade, local whole- 
salers, for the most part, do not in- 
tend to establish their quotations until 





and curtains that will harmonize to the 
best advantage with the six Mirard colors. 
Copies are available to dealers selling 
plumbing fixtures or interested in getting 
into the sale of such equipment. 





Landers and Universal 
Electric Appliances Shown 
in Catalog 


Landers, Frary & Clark, New Britain, 
Conn., has issued a catalog showing some 
of the best sellers of the Universal and 
Landers lines, the Landers line being a 
popular priced line. Data includes illus- 
trations, list prices, specifications and 
dealer helps in the form of newspaper elec- 
trotypes and display cards, for window 
and counter and general folders. 





Wagner Issues Small 
Motors Bulletin 


“Small Motors” is the subject of a 30- 
page bulletin, issued by Wagner Electric 
Corp., 6400 Plymouth Avenue, St. Louis, 
Mo. The bulletin is divided into eight 
parts, describing single-phase, polyphase 
and direct current motors in fractional 
horsepower ratings. Bulletin No. 167 de- 
scribes Wagner construction features. It 
is profusely illustrated and is in loose 
leaflet form. Only five of the eight parts 
are now available; the remaining three 
parts will be mailed at a later date to 
those requesting copy of the bulletin ac 
this time. 


they begin to book commitments for 
later delivery. 


COLLECTIONS 


Collections have a slow and fairly 
satisfactory status. As is a customary 
occurrence, it is believed that failures 
among retail hardware stores in the 
metropolitan area will reflect an in- 
crease during January. It also ap- 
pears probable that the mortality will 
be greater than during the correspond- 
ing period of the preceding year. The 
credit situation is then expected to re- 
flect a slight improvement. 


Reynolds Electric Co. 
Issues Bulletin No. 612 


Bulletin No. 612 describes Reco mixers 
and peelers for restaurant, hotel, bakery 
and institution use. Illustrations show the 
principles by which the mixers operate and 
show various uses for the appliances. In 
addition to illustrations of the models, 
cutaway views and accessories are shown. 
List prices of appliances, parts, acces- 
sories, etc., are given. The Reynolds Elec- 
tric Co., 2650 West Congress Street, Chi- 
cago, IIl., is the maker of the Reco line. 


Miller Life-Save Kapok 
Line Shown In Catalog 


An attractive catalog, with illustrations 
in color, has been issued by The Amer- 
ican Pad & Textile Co., Greenfield, Ohio. 
More than thirty-six sporting goods items 
are shown in the catalog, together with de- 
scriptions of features of the line. 


Catalog Shows Millcraft 
Stock Screen Door Lines 
Woodward & Lothrop, Manufacturing Di- 


vision, Washington, D. C., has issued a 
booklet showing the Millcraft line of stock 
screen doors. Booklet shows various mem- 
bers of the line and gives specifications 
and finishes. Data as to the making of 
the screen doors, selection of lumber and 
its treatment is included in the booklet. 
Information is given as to shipments, pack- 
ing, sizes, styles and workmanship. 











Darex Used for Wrapping Grips on Montague Salt Water Rods 


The Montague Rod & Reel Co., 
Montague City, Mass., offers Darex 
grips on Montague Manitou, Red Wing 
and Trail surf rods, Manitou and Red 
tarpon rods and Trail boat rods. They 
are also available on Trail tarpon rods, 


to order. Darex is a combination of felt 
and latex, said to be water-proof and 
anti-skid. The maker states that Darex 
grips will not discolor the hand, mildew 
or stick to the hands. Fancy grip cord is 
wound in the interstices, to add eye 
value. 














CHAMPION HARDWARE CO. 
GENEVA, OHIO 


BUILDERS’ HARDWARE 


well worthy 
of the name 


CHAMPION 


sold by leading jobbers 

handled by live retailers 

used by careful builders 

made by this company 
since 1883 








There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts as a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 

Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 
N. 


239 W. 39th St. Y. C. 





























How a Boy Made the First 
Remington Rifle 


N the early part of the nineteenth 

| century there were two Reming- 

tons, father and son, Eliphalet the 
elder and Eliphalet the junior. 

In 1800 the father settled near Ilion. 
in the town of Litchfield. He was both 
farmer and mechanic. His farming 
prospered to such a degree that eventu- 
ally he owned three hundred acres of 
land, including part of what is known 
today as “Ilion Gulph.” And because 
it was hard in those days to get farm 
tools repaired, the elder Remington set 
up a forge and blacksmith shop on his 
place, where both he and young Elipha- 
let worked. 

In the year 1816 young Eliphalet was 
23 years old. The hills about his home 
were alive with game and he wanted a 
rifle. But his father said they could 
not afford to buy one—guns were ex- 
pensive and the best came from Eu- 
rope. : 

The young man, undaunted, set his 
wits to work. Looking around the forge, 
he picked up enough scrap iron to make 
a gun barrel, and with this set to work 
to make a rifle for himself. At that 
time gun barrels were made, not by 
drilling the bore out of a solid rod of 
metal, but by shaping a thick, oblong 
sheet of metal around a rod the size of the bore and 
lapwelding the edges. When the rod was with- 
drawn, there was your barrel. 

It took him several weeks to do the job and get 
it right, but at last he succeeded. He had no tools 
to cut the rifling. A gunsmith in Utica was so im- 
pressed by the boy’s accomplishment that, after 
rifling the barrel, he fitted it with a lock. Reming- 
ton” fitted on a wooden stock and his weapon was 
ready. 

This was the first Remington rifle, and it proved 
a surprisingly.good one. Neighbors tried it, and 
wanted guns like it. Remington made them. 

The first rifle—or one exactly like the first one 
—that Remington made is still in Ilion, the property 
of Walter Green. Before long the demand was so 
brisk that Remington would take as many barrels 
as he could carry over to the Utica gunsmith to be 
rifled. From this humble start came The Reming- 
ton Arms Company, Inc. 
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Homes and offices 
everywhere need ven- 
tilation. This fact plus 
its efficiency, remov- 
able and adjustable 
features — and low 
price—make the Sig- 
nal Ventilating Fan a 
popular and profitable 
item the year ’round. 
List price $18.00. 

















The Signal Ventilating Fan displaces 550 cubic feet 
of air per minute—size of blades 10 inches—and is 
equipped with a high quality Signal motor. The 
V-18 and V-19 are equipped with induction motors 
that do not interfere with radio reception. Series 
wound or brush type motors are furnished where 
special voltages are required. 

Finished in a beautiful shade of French Grey, this 
ventilating fan has an adjustable frame, size 24 to 


Wrought Steel 
37 inches. Frame length (ends closed) 24 inches. Strap and Tee Hinges 
Frame width 1334 inches. It is easy to install— 
requires no servicing. anc Hasps 


The illustration shown above 
















is the inside view with shutters 

epi Tin eonble dew wih | pee GRIFFIN products offer the 
shutters closed of the built-in utmost in sturdy, practical hardware. 
type for permanent installation : 

ty these ee tie fel, The Furnished in plain steel, cadmium finish, 
frame is 13 inches wide and galvanized,...galvanized with brass pins... 
133 inches deep. finishes suited for the purposes required. 


To help dealers sell the Signal Ventilating Fan, we 


offer free with each initial order an attractive display 
stand—and advertising literature. 
Now is the time to get acquainted with this profitable 
and sales-building item. If your jobber cannot sup- 
ply you, write direct to 
Signal Electric Mfg. Co. anufacturing Company 
ERIE. PENNSYLVANIA 


Menominee, Michigan 


Manufacturers of Electrical Fans and Appliances 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: #13 Purcuase Sr. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker St. 
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THE STANDARD “CHIEFTAIN”’ 





Added 
Business 
for You 


If you are not now selling electric 
ranges, any business of this kind 
that you can secure will be added 
business. 
And there is business available 
on electric ranges. 
There is today a decided trend 
towards electrical cooking. 
Who is to sell the women in your 
community the electric ranges 
they want to buy? 
Why should they not buy their 
electric ranges in the stove depart- 
ment of the hardware merchant? 
The hardware merchant’s stove 
department has, in fact, been for 
years theaccustomed place to buy 
domestic stoves. 
But no stove department is com- 
plete today unless it includes 
electric ranges. 
Such electric ranges as “Stand- 
ard” may be sold today without 
fear of servicing difficulties. Sim- 
plified wiring and modernized 
construction throughout practi- 
cally eliminate servicing. 
Secure added business which you 
will otherwise miss—secure added 
profits otherwise lost— by adding 
electric ranges to your stove de- 
partment. Send for our booklet, 
What is a Hardware Dealer?” 
It presents interesting facts on 
this subject. Ask, too, for copy of 
the latest Standard catalogue. 


The 
Standard Electric Stove 
Company 
Toledo, Ohio 








STANDARD 
ELECTRIC 


RANGES 














Marvin’s Store Meetings 


(Continued from page 35) 


“I’m glad you told me,” said 
Mr. Marvin, “I'll see Carlan 
about it tomorrow. I thought we 
had all that settled when the 
Commercial Club took the matter 
up last May.” “Anyhow,” he 
continued, “the consensus of 
opinion seems to be that we 
should display. and advertise 
those hammers at 29c as first 
planned. We will try it out and 
see how it works. What’s next?” 
May Garvin had listened in- 
tently up to this point, but had 
made no comment. Now she 
cleared her throat and _ said: 
“Twice today I heard Van mak- 
ing excuses for being out of reg- 
ular stock items.” “You would 
hear Van,” said Charlie Han- 
son meaningly. May flushed, 
and Van’s face turned red. “You 
interrupted me,” said May. “I 
was going to add that I also over- 
heard you say to Mr. Hawkins: 
‘Sorry, but we’re out of scoop 
shovels.’” ‘‘Well, we are out of 
them,” Charlie retorted, ““we’ve 
been out of them for over two 
weeks.” “Yes,” said May, “and 
they haven’t been ordered yet.” 
It was Mr. Marvin’s turn to 
flush. “We don’t sell many at 
this time of the year,” he said, 
“and I’m trying to ‘keep stock 
down so that we can get a better 
turnover.” No one spoke for a 
moment, then May said: “I think 
we all agree that turnover is im- 
portant, Mr. Marvin,-but just the 
same we are losing sales by be- 
ing out of goods. Mr. Gilson told 
mother he’d like to trade here, 
but we never have what he wants. 
Frankly, I think our range of 
goods is too narrow, and our 
stock of regular merchandise too 
low. There isn’t variety enough 
to make women want to come in 
and shop, and the men are get- 
ting to where they no longer re- 
gard us as a sure source of sup- 


ply. Miss Harrison told me it 
would be very difficult to interest 
the average housewife in our line 
of house wares because there is 
so little opportunity for selec- 
tion.” May stopped abruptly, 
looking somewhat abashed, and 
Mr. Marvin gravely replied: 

“For some time I have won- 
dered if our policy in paring 
down the stock is the correct one. 
I didn’t realize, however, that the 
situation is as bad as you say. 
Do you suppose Miss Harrison 
would be willing to suggest the 
proper additions in the lines she 
had in mind?” “I’m sure she 
would,” May replied. “As to 
the other items,” Mr. Marvin 
went on, “I will have to depend 
on all of you to keep me posted, 
but I’ve decided that our stock 
must be kept up, and ‘outs’ elim- 
inated. The question is how to 
do it.” “I think,” said Van so- 
berly, “that it is as much our 
fault as yours. I suggest that 
whenever any of us have a call 
for goods not in stock, we make a 
note of it and put it on your desk. 
That will give you an idea of 
some new items to order. The 
trade papers will show you oth- 
ers. On regular stock items we 
should establish minimum quan- 
tities, and report whenever we 
find that the stock of any item is 
close to its low point.” 

“You spoke to me about max- 
imum and minimum stock limits 
some time ago,” said Mr. Mar- 
vin, “but I was busy and let it 
slip my mind. We will start such 
a system tomorrow. Make a note 
to remind me of it, Mr. Secre- 
tary. This has been a good meet- 
ing, Jim,” he added, turning to 
the chairman, “but I think you 
had better close it now. It’s time 
for lunch.” 

“Don’t pay any attention to 
what Charlie said,” Van whis- 
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pered to May as they sipped their 
coffee, “he’s jealous.” May 
smiled fondly. “Perhaps I do 
notice your work most,” she re- 
plied. I do want you to succeed 
Van. Some day you may have 
your own store.” “If I ever do,” 
Van answered, “Mr. Marvin will 


be needing a new bookkeeper. 
However,” he added softly, “I 
may have something to suggest 
other than keeping books.” “Well! 
you won’t get a dollar for that 
suggestion,” said May. “Mean- 
while I suggest that we call it a 


day. Are you going my way?” 





Saving Money on Your Insurance 


(Continued from page 30) 


month and from year to year. Hav- 
ing accurate records of the work and 
materials required for all of its 
buildings, it is thus easy to figure 
the cost of reproducing any of them. 

At the same time, through its own 
department, the company constantly 
surveys and estimates the amount of 
depreciation which takes place in 
all its structures. Totals are pre- 
pared every six months. 

The reproduction cost at present, 
reduced by the percentage of de- 
preciation which has occurred since 
the building was erected, represents 
the actual value of the building at 
any time. And this is the amount 
upon which fire protection is sought. 

Having determined the fire risk on 
old structures by this method, it has 
happened that when a building was 
totally destroyed, the insurance paid 
was greater than the amount which 
was required to put up the building 
in the first place. By this policy, the 
company is amply covered and at 
the same time saves substantial 
amounts annually on its fire insur- 
ance premiums. 

Another concern saves money by 
spreading out the expiration dates 
of fire insurance policies throughout 
the year, instead of having them all 
expire on the same day. In this way 
the concern is able at all times to 
adjust the expense of its insurance 
proportionately with its inventories 
which often fluctuate widely. 

This plan is considered vastly su- 
perior by this concern to the arrange- 
ment where all policies expire simul- 
taneously, and is especially advan- 
tageous for any enterprise subject to 
sudden influxes of raw materials 
which must be covered, or to sudden 
diminution of finished product upon 
which it would be wasteful longer to 
carry fire insurance. 

By this method, whenever inven- 
tories rise, this concern takes out ad- 
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ditional insurance to cover them. 
But when they fall, it is not neces- 
sary to take a big loss in unearned, 
premiums by cancelling any of them. 
Since one or more fire insurance 
policies are expiring every month, 
the insurance can be reduced with- 
out loss simply by selecting a policy 
equal to the amount of the reduction 
desired and not renewing it. 

It Pays to Keep this Fact in Mind 
—When the necessity for reduction 
occurs on the first of the month and 
policy of the right size does not ex- 
pire until the last of the month, they 
permit the insurance to remain in 
force until expiration. They con- 
stantly keep in mind the fact that 
the short rate loss ratio reaches the 
peak at six months after the policy 
is written, the loss amounting in un- 
earned premiums to 20 per cent. 
This loss is proportionately less for 
each month wherein cancellations 
are made down to the eleventh 
month: then it amounts to only 5 
per cent. Thus while they are not 
able to avoid cancellation losses 
altogether, their total loss from this 
source does not run over 5 per cent, 
since they never have to cancel any 
policy longer than a month away 
from the date it would expire. 

By following this plan, the con- 
cern is always fully protected with- 
out at any time being overinsured 
and this in spite of the fact that the 
actual amount of the assets requiring 
fire insurance is changing all the 
time. 

Most business men will find that 
somewhere there is a way of saving 
on fire insurance premiums which 
often amount to substantial amounts. 
If the above discussion succeeds in 
focusing his attention on the effect- 
ing of these economies, then the pur- 
pose of this article will have been 
accomplished. 











The Hardware 
Trade Fooled Us 


LEPAGE’S 
Gripspreader 
MUCILAGE 





Dozen Display No. 7 


But We Like It! 


When this package was placed 
on the market we didn’t think it 
was built for the hardware 
trade. Yet, it didn’t take long 
before we were getting orders 
from hardware jobbers. 


What’s the answer? Perhaps it 
was the universal appeal of this 
pioneer item that had an abso- 
lutely new idea in spreading. In 
less than three years the hard- 
ware market had absorbed sev- 
eral millions of bottles. 


No. 7 is a ten cent item—and we 
know many°of the retailers are 
selling ’em by the dozen. This 
puts it in the $1.00 turnover 
class. 


It has that flexible rubber top 
that spreads so easily—and fits 
in the hand so nicely. If you 
don’t sell thie item, please write 
for a sample on your business 
letterhead. 


Russia Cement Co. 
Gloucester, Mass. 











49 











THEY SELL ON 
SIGHT. 


This ball-bearing caster sells 
on sight. It is such a great 
improvement over all other 
casters, that customers buy 
“ACME” without any sales ef- 
fort on your part. 


- 4 — 


Show ’Em* How 


Just roll an “ACME” on the 
counter, or on the palm of your 
hand. Let the customer see 
how easily this caster operates. 
Cannot injure wood - work, 
floors, rugs or carpet. Quiet 
and smooth. They give the 
modern note to modern furni- 
ture. Make old furniture easy 
to handle or move. 


Sell *‘Acmes’’ for 
Quick Profits 


THE SCHATZ MFG. CO. 
POUGHKEEPSIE, NEW YORK 








BALL BEARING 


Casters 














The Test of Time 


(Continued from page 31) 

deal. Except among savages, in every civilized com- 
munity the old are respected. This respect for what 
is ancient even goes to business establishments. All 
over the world, houses that have been in business 
for many years are proud to print on their letter- 
heads and on their buildings the year in which they 
were established, and the number of years they have 
been in business. Back of this is the unconscious 
thought that only what is good survives. If these 
houses have survived, then inherently within them- 
selves and their management from generation to 
generation they have been wise and good. Such old 
houses have stood the winds of many storms, like 
my old apple tree beside the water. They have faced 
and withstood many hard blows. They have stood 
because they were strong, and they were strong be- 
cause in growing they had followed certain funda- 
mental principles that were permanent and right. 

So, therefore, in the hardware business, we ex- 
tend our respectful greetings and congratulations 
to Mr. F. J. Frey, first vice-president and treasurer 
of Geuder, Paeschke & Frey Co. of Milwaukee, Wis- 
consin. Mr. Frey is just rounding out fifty years of 
service with this house. Just two years ago Mr. 
Charles A. Paeschke, the president of this company, 
celebrated his golden anniversary with this old, well 
known and well established business. On January 
5th, 1932, in Milwaukee, Mr. Frey’s associates will 
give him a dinner in celebration of his golden anni- 
versary. All of his old friends and associates in the 
trade will be glad to send their-respectful greetings 
both to Mr. Frey and Mr. Paeschke. Therefore, as 
one of their friends, I write this article about the 
old apple tree. May both of these gentlemen con- 
tinue to withstand the storms of time like this tree, 
producing bountifully and giving good service 
cheerfully to the end. 


Aluminum Industries Issues 
Folder on Permite Resalum 


Aluminum Industries, Inc., Cincinnati, Ohio, has issued a folder 
on Permite Resalum, a new aluminum coating. It is offered in vari- 
ous types. For heat resistance Permite Resalum Heat Resistant 
is suggested, while the Non-Corrosive type is offered for resistance 
to fumes, acids, etc. For weather and element resistance Weather 
Resistant type is offered. The maker states that it is weather- 
proof and moisture-proof. Permite Resalum Interior Bright is of- 
fered to “dress up” and brighten interiors or to reflect light inside 
or outside. The pigment portion of Permite Resalum is a product 
of the Aluminum Co. of America. Working sample is available, 
free of charge, from Aluminum Industries, Inc. 
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“Weedalloy” Tire Chain Metal 


The American Chain Co., Bridgeport, Conn., has developed 
“Weedalloy,” now used in the manufacture of Weed American 
tire chains. In the announcement it is stated that “Weedalloy” 
has an extremely fine and uniform grain structure, that is 
the individual grains are held together much more firmly 
than the grains of ordinary steels. The announcement also 
states that this metal has unusual resistance to fatigue and 
the ability to stand up under constant hammering in service 
as well as strength approximately twice as strong as thoge 
chains made of steel formerly used for this purpose, thereby 
giving 50 per cent more service. 





Ray-O-Vac 
Lamp Tester 


The Ray-O-Vac Lamp Tester 
for automobile and flashlight 
batteries is made by the French 
Battery Co., 20 N. Wacker 
Drive, Chicago, Ill. Ray-O-Vac 
No. 241-F is a combination 
tester; the center socket accom- 
modates all automobile bulbs 
of six volts or more, whether 
double or single filament type. 
The side socket delivers three 
volts, and is used for testing 
flashlight bulbs rated less than 
six volts. Ray-O-Vac No. 241 
is the same in material, workmanship and construction, except 
that it has but one socket, a six-volt double and single con- 
tact. Size is 25g x 2% x 313/16 inches. 








No. 1236 Standard 
Electric Range 


The Standard Elec- 
tric Stove Co., 1718 
N. 12th St., Toledo, 
Ohio, will shortly of- 
fer the trade the No. 
1236 electric range. 
Illustration shows 
switch panel doors 
open, revealing the 
recessed switch panel and plate and food warmer. Lower 
drawers are for utensils. Range is available in white or 
ivory with marbleized panels or in solid white or colors. It 
has four burners, one of which is a speed burner, or optional 
and extra three burners with one unit cooker. It is equipped 
with all automatic features. Oven is 16 x 18 x 14 inches. 








Akro Agate 
Marble Display 


This display is 
compact and _ is 
easily set up to 
hold four of the 
five-cent and three 
of the 10-cent 
packages of Akro 
Agates, made by 
Akro Agate Co., 
Clarksburg, 
W. Va. Cartons 
are red and blue, 
while display is 

















of two-tone green. Cut-out is free to dealers handling this line. 
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or Customers Who Want 


GRASS CATCHERS 
WITH HANDLES 


es ~ 


Nos. 503 and 504 
(Furnished in white 
or striped duck) 









The handle on this model jy 
is not rigid and is balanced Uj 
to carry the filied catcher 
regardless of the location of 
the contents. ... 





TEXTILE Brome 
ST Lous us 














Nos. 708 and 709 
(Furnished in white 
or striped duck) 


The ‘‘Nox-All’’ Holdsmore 
is fitted with improved sta- 
tionary, rigid handle so at- 
tached that entire handle 
is within the catcher. 


Nos. 550 and 560 
(Furnished in white 
or striped duck) 


With this balanced handle the 
filled catcher can quickly be 
lifted, emptied and replaced 
on the lawn mower. 


Distributed Exclusively 
Through Hardware Jobbers 
to the Trade. 

Write for Catalog 


and Prices 
Made Only by 


CANVAS PRODUCTS CO. 


1240 SOUTH 7th ST., ST. LOUIS, MO. 


Pacific Coast Representative: E. C. co. 
452 Wilcox Bidg., Los Angeles, Mt 





“Yox- Gee GRASS CATCHERS 
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THE STANDARD Toor (0. 


New York CLEVELAND Chicago 


























better and 


—the CAN that’s made 


el loci wanton oe stronger, and guaranteed to outlast 
PS <a 3 y ; . a 2 5 rdinaryv ki “t 
clusively the superiority of the ~ to 5 of the ordinary kind. The 
New WITT Can over other Can that discriminating buyers pre- 
brards. Send for booklet! fer. Ask your jobber or write 


2114 Winchell Ave., Cincinnati, Ohio 


THE WITT CORNICE CO. 




















Enameled 


Kitchen 
Sink Set 


Retails 


$1.00 


Regular $2.00 Value 











Your Jobber 





DEAL CONSISTS OF—2 Doz. 10 Quart Oval Dish Pans. 
2 Doz. 10 Inch Heavy Sink Strainers. 


UNITED STATES STAMPING COMPANY 





Quality Enameled Ware Moundsville, W. Va. 











NO SPECIFICATION 
sounder CAN BE MADE 


Those who specify Sargent Hardware have come to 
consider it—not merely as equipment of the required 
high quality—but as an additional means of express- 
ing true character in decoration. Sargent & Company, 
New Haven, Conn., New York, Chicago. Belleville- 
Sargent & Co., Ltd., Belleville, Ontario, Canada. 


SARGENT] 


LOCKS AND HARDWARE 
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| Works, South Bend, Ind., 











Small Shop and 
Laboratory Lathe 


South Bend Lathe 





makes this 8-inch Junior 
back-geared screw cutting 
lathe for general purpose use in the small shop and labo- 
ratory. Available in countershaft and individual motor drive, 
the lathe is built with a back-geared headstock with three- 
st*p cone providing six changes of spindle speeds—three 
direct for light machining at high speeds and three back- 
geared for heavier work and slow speeds. Features are: 
Hollow spindle of alloy steel, Acme precision leadscrew of 
34 inch diameter; automatic longitudinal feed to carriage; 
tailstock set-over for taper turning; screw thread chart by 
which threads may be cut from 4 to 40 per inch. Bed lengths 
supplied are 24, 30, 36 and 42 inches. All types of turn- 
ing, facing, boring, chucking, drilling, tapping, tapering, 
reaming, grinding, polishing, etc., may be done with this 
lathe. Attachments are available for special work. List 
prices are $100 to $146.50. 


The Speed Queen 
Model F Washer 


This model F Speed Queen 
Washer lists at $49.50 for elec- 
tric operation, or $79.50 for 
gasoline power. It is offered 
to meet competition in the lower 
price field. The model F has 
submerged agitator, full sized 
porcelain tub, with curved bot- 
tom, double wall construction, 
balloon wringer rolls, con- 
venient outside clutch control, 
14 hp. motor and machine cut 
gears throughout. Other fea- 
tures are: case hardened steel 
gears in wringer housing, “arc- 
cuate” drive _ transmission, 
swinging wringer locking in 

- eight positions, and green en- 
ameled finish. The Barlow & Seelig Mfg. Co., Ripon, Wis.. 
is the maker. rs 





Pike No. 21 


Bevelrite Grinder 


The Pike Mfg. Co., Pike, N. H., offers 
the No. 21 Bevelrite grinder, with two 
adjustable bevel guides working in con- 
junction with a beveled grinding wheel 
together with plainly marked bevel in- 
dicators. By means of the latter, the 
bevel guides can be set to any desired 
bevel. Full directions for obtaining cor- 
rect bevel on any desired knife or tool 
are supplied with each machine. It lists 
at $10.00 each and is devised particularly for meat markets, 
hotels, restaurants, carpenter shops, woodworking plants, 
machinists, paper hangers, camps, etc. The machine turns 
in one direction and it is not necessary to change hands in 
grinding. 
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Alumaweld 
Solder 


The Allied Research Labo- 
ratories, Glendale, Cal., offers 
Alumaweld, a_ solder, for 
which it is claimed that it 
fuses or welds with the metal 
to form a lasting repair. The 
heat of an ordinary gas stove 
is said to be sufficient for the 
repair of household utensils. 
For the larger articles it is 
applied with an_ ordinary 
soldering iron or blow torch. 
It may be used on aluminum 
pot metal and die castings 
without flux, and may be used 
with special flux on cast iron 
and steel. The maker states that it can be worked and ma- 
chined easily, takes chromium or other plating, and that the 
danger of cracking during preheating and cooling is elim- 
inated. Mechanics’ kit lists at $3. Dealer discount is 33 1/3 
per cent. Household kit lists at 50 cents, and costs dealer 
$4 in display units of 12. 








The Damhandy 
Auto Accessory 


Toledo, Ohio, offers the 
“Damhandy” device, 
providing a convenient 
place for time, memo- 
randa and smokes for 
the busy driver. The 
combination clamps to 
the steering column just below the wheel and gives access 
through the spokes of the wheel. Watch holder accommodates 
any standard size dollar pocket watch. Memo pad holder 
takes regular 3 x 5 in. cards or memo pads and pencil. Cig- 
arrette case fits regular packages of 20 cigarettes. Removable 
ash receiver is big enough for cigar ashes and curved top 
forms a cigar holder. Device is finished in black enamel 
with chromium plated trimmings. The same device is made 
with a bracket which fits the new hand telephones for desk 
use. Suggested retail selling price is $1. Dealer discount 
is 40 per cent. 

















General Automatic — 
License Plate Holders ( 





~ PROOF. 


€RAL AUTOMATIC” 
J - a 


These license plate 
holders, made by the Gen- 
eral Automatic Lock Nut 
Corp., General Motors 
Building, New York City, 
list at 25 cents per set of 
four. The maker states 


ce 
HOLDERS 


WITH THE NEU/LY PATENTED 


LI 


equs 

GENERAL RUTOMATIC LOCK NUT 
that they are rattle-proof r, ar ~ 
and rust-proof. Nuts used é : ¢ E 
in this set are the Gen- 
eral automatic lock nuts, 
put on in the manner of 


a regular nut. Automatic locking device is a locking pin, 
of non-corrosive steel, engaged by the thread of the bolt and 
following the thread. Pin is turned at an angle, establishing 
a point of impingement against thé bolt, the pin biting in 
and thereby maintaining this point of adjustment perpetually 
against all vibrations and shock, says the maker. Sets are 
wrapped in moisture-proof transparent paper. 
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The Kruger Stamping | 
Co., 1902 Jefferson Ave., | 

















Two Big Selling 
Llaisoell 


Items 


iron” 


Blaisdell No. 660 is the big, 
profitable selling pencil to 
Carpenters and Builders. Its 
soft lead is of superior qual- 
ity and permits smooth, clear, 
rapid marking. The Genuine 
Blaisdell is easily identified 
by its attractive bright Red 
color. 


“SITHAS 


| 

i 
; 
{hi 
i I 


Blaisdell No. 1151 is the fav- 
orite marker for Lumbermen, 
Surveyors, Shipping Clerks, 
Railroad and Steel Mill Work- 
ers and others. Makes a clear 
waterproof and weatherproof 
mark on all lumber. Made 
in nine distinctive colors that 
do not fade. ~ 
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Order from your Jobber 
Llaisdel viiaverin vs. 
Awarded Gold medal Sesqui-Centennial 1926 














ft 
HE very fact 


that times are hard is the 
best reason in the world for 
making your store work for 
you. Every customer must be 
sold to the limit! They must 
buy not only what they came 
in to get but other articles 
they need besides. Only mod- 


A new year is just 


ern display equipment, only around the corner. 
scientifically designed fixtures F 
ean do this for you. That is Read this offer and 


why Heller has evolved an in- 


teresting time payment plan 
that. enables you to place plan now for real 
genuine Heller display equip- 


ment in your store without 
tying up your capital. The 
fixtures actually pay their 
own way! We have done this 
for many of the country’s 
most successful hardware re- 
tailers as our records will 
prove. The first step to a 
successful paying store is to 
clip this ad and mail with 
your name and address and 
we will send you full details 
No obliga- 
Now is the 


profit in 1932. 


HELLER 
W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 
New York Office: 20 Vesey St., Suite 500 
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of our new plan. 
tion whatsoever. 
time to act. 








FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features —batteries that do last longer—and a 
merchandising program that makes real sales. 





French Battery Company, Madison, Wisconsin 
General Sales Office: 20 North Wacker Drive, Chicago, Illinois 


B PASS Seamless 


KETTLES, PAILS, DIPPERS 
Durable, Unbreakable 















Brass ears, bails, rims, 
™ extra heavy bottoms, 
brushed lacquered finish. 
Spun from one sheet of 
Also in Copper, 
Monel, Nickel, Everdur, 
Ambrac. Write for Bulle- 
tin B and prices. 

For Factories, Plating shops, Bakeries, Canneries, 

Dye Houses, Bleacheries, Household use. 


The NATIONAL PIPE BENDING COMPANY 
130 River St., New Haven, Conn. 


brass. 











These Colorful 
Displays of 


Moore 
Push-less 


Hangers 
Show 12 Packets 


They attract attention 
and make sales. Ask 
your Jobber for our 
new Style “C” Dis- 
plays. 


MOORE PUSH-PIN CO., Philadelphia, Pa. 


* PUSH-LESS 
HANGERS 


TO HANG UP THINGS, 
















Celina 


Se ee ee 


N ds “Doctoring” 
ever Needs “Doctoring 
G3)... Coes Knife-Handle Wrench is 
never “laid up” when most needed. 
It has the right stuff built into it q 
the right way. Seven sizes: 6” to 


21”. Your Jobber will supply you. 


BEMIS & CALL COMPANY 
Springfield, Mass. 


es a 


tee 





























Convention Calendar 


CALIFORNIA Retail HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION AND EXHIBITION, Sacramento 
Memorial Auditorium, Sacramento, Feb. 9, 10, 11, 1932. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 


Connecticut HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 17, 18, 1932. Charles R. 


Freeman, secretary, Branford. 


Ipano RetarL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Bannock Hotel, Pocatello, Jan. 
20, 21, 22, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 


InpIANA RetarL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, State Fair Grounds, Indianapolis, Jan. 
26, 27, 28, 29, 1932. G. F. Sheely, secretary, 911-913 
Meyer-Kiser Bank Bldg., Indianapolis. 


Iowa RetatL HARDWARE ASSOCIATION CONVENTION AND 
ExHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


Ittinois Reta, HARDWARE ASSOCIATION CONVENTION 
AND ExuisiT. Headquarters and meetings, Hotel Sherman, 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 
chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag- 
ing director, 1141 Merchandise Mart, Chicago, III. 


Kentucky HarpwarE & IMPLEMENT ASSOCIATION Con. 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 


Micuican RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 9, 10, 11, 12, 1932. Harold 
Bervig, secretary, 1112 Capital Bank Tower, Lansing. 


Minnesota RetTatL HARDWARE ASSOCIATION CONVEN- 
TION, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


Missouri Retar. HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 North 
Broadway, St. Louis. 


MonTaNaA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvENTION, Billings, Feb. 11, 12, 13, 1932. A. C. Tal- 
mage, secretary-treasurer, Bozeman. 


MountTAIN STATES HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Denver, Colo., Jan. 18, 19, 20, 1932. 
Headquarters, Cosmopolitan Hotel. John T. Bartlett, sec- 
retary, 2005 Mapleton Ave., Boulder, Colo. 


NaTIONAL House FurRNISHING MANUFACTURERS AsSO- 
CIATION, FirTH ANNUAL EXHIBIT, Stevens Hotel, Chicago, 
Jan. 10-16, 1932. Warren Edwards, secretary, Room 1203, 
Builders Bldg., 228 N. La Salle St., Chicago, Ill. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Omaha, Feb. 2, 3, 4, 5, 1932. Exhibition 
will be held at Omaha Auditorium. Headquarters, Paxton 
Hotel. George H. Dietz, secretary, 414-419 Little Bldg., 
Lincoln. 
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New EncLanp RetaiL HARDWARE DEALERS ASSOCIATION 
.CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 

New YorkK StaTE RETAIL HARDWARE AssociATION Con- 
VENTION AND ExposITION, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden, New York City; 
headquarters, Hotel Edison, Forty-seventh Street, west of 
Broadway. J. B. Foley, secretary-manager, 510 Hills 
Bldg., Syracuse. 

NortH Dakota RETAIL HARDWARE ASSOCIATION Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 

Oxnto HarpwaRE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

OKLAHOMA RetTAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Shrine Temple, Oklahoma City, 
Jan. 26, 27, 28, 1932. Charles F. Nelson, secretary, 207- 
208 Bloomfield Bldg., Oklahoma City. 

Orecon Retait HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Multnomah Hotel, Portland, 
Feb. 2, 3, 4, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 

Paciric NorTHWEsST HARDWARE AND IMPLEMENT Asso- 
CIATION CoNnvENTION, Winthrop Hotel, Tacoma, Wash., 
Jan. 27, 28, 29, 1932. E. E. Lucas, secretary, Hutton 
Bldg., Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearse, managing director, Wesley Bldg., Philadelphia. 

SoutH Dakota RETAIL HARDWARE ASSOCIATION Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CONVENTION, in conjunction with a Modern Home Show, 
Ambassador Auditorium, Los Angeles, Feb. 16, 17, 18, 19, 
20, 1932. J. V. Guilfoyle, secretary, 230 Chamber of Com- 
merce Bldg., Los Angeles. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION Con- 
VENTION, Gunter Hotel, San Antonio, Jan. 19, 20, 21, 
1932. Dan Scoates, secretary, College Station. 

West VircintA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Clarksburg, Jan. 19, 20, 21, 1932. H. B. Clower, 
secretary, Box 127, Oak Hill. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION AND HarpDWwaRE SuHow, Kansas City, 
Mo., Jan. 19, 20, 21, 1932. Headquarters, Hotel Balti- 
more. Convention sessions, Missouri Theatre; Hardware 
Show, Convention Hall. H. J. Hodge, secretary, Abilene, 
Kan. 

Wisconsin Retart HarpwarRE AssocIATION CONVENTION 
AND ExuisiTIon, Milwaukee Auditorium, Feb. 2, 3, 4, 5, 
1932. B. Christianson, secretary, Stevens Point. George 
W. Kornely, exhibit manager, 3374 North Green Bay Ave., 
Milwaukee. 
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SAMSON CORDAGE WORKS 
BOSTON, MASS. 


UY 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality forits particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS~ COTTON TWINES 


Send for catalogue, samples and selling information 





The Electric Heater 
That Heats Like 
a Steam Radiator 


vernot 


ELECTRIC ROOM HEATER 





This heater is selling because it’s a big value for the money. 
24 inches high. Practical. Really heats a room. Safe, convenient 
and attractive. Cream Enamel Finish, $7.50 list. Walnut Furniture 
Finish, $8.50 list. A dollar more west of Denver. 


The Everhot line of electric ap- Good old Conservo—the steam 
Pliances is alive—out of the ordi- cooker and canner—is a greeat item 
nary. Cookers with a reputation. right now for meat canning. Dis- 


Sandwich toasters, ‘‘Waf-fil’’ bakers, play and sell Conservo! 
grills, table stoves and hot plates. 
THE SWARTZBAUGH MFG. CO. 
Toledo, Ohio 


Suppliers to Leading Electric and Hardware Jobbers 








PEERLESS Tempered Steel HANDCUFFS 


are made strong enough 


cei, wala to securely hold a 
desperate giant, yet 
so light (only 12 
ounces) that they are 
easily carried in an 


officer’s pocket. Re- 
peated tests prove that 
they 


Cannot Become LOCKED in the Pocket 


An exclusive feature. Officers prefer them because they 
can be snapped on instantly with one hand. This leaves 
the other hand FREE for defense and protection. Lock- 
ing jaw can be revolved continually, unless stopped by a 
person’s wrist. NO projecting shoulders to tear or rip 
the pocket. Best sellers on the market. Good profit. 
Send for prices. 


PEERLESS HANDCUFF CO., 





Springfield, Mass. 
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HERE’S the Latest— 


A handy clothes reel that can 
be tucked in the suit case, or 
hung up anywhere. POLLY PRIM 
PORTABLE. Comes in four gay 


colors. 
Chicago Salesroom: 
1498 Merchandise Mart 


Write for complete data and price 


ULITON LIN I 











Pe eee SHH 4444444 4 


PATENT NOVELTY COMPANY 


FULTON #LULINOTSs 
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CLASSIFIED ADVERTISING 
RATES 


apply to 





post paid. 

Pesitions Wanted and Help Wanted adver- 
tisements at Special Rate of one cent «a 
word, minimum fifty cents per insertion. 





Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


“Business Opportunities,” 





Aceounts Wanted” and ‘Sales Representa- 
Advertisements from unemployed tives Wanted” advertisements. Discounts 4 wy Aventis in 
acce free of charge; inserted 4 insertions, 10% off, & insertions, =— 
in pr ante ta pe issues. Set Solid, Minimum of 5 lines..... - $3.00 Due to — —— ree rdw agony 
o net apply on Position an or iP 
Box number address may be used. Pep ge line....-.-.- so. 60 Wanted Advertisements. _ 
All replies will be forwarded by us aptaie, Sistem of S tnss.... 680 HARDWARE AGE is published each Thursday. 
Each additional line.......... oe -80 Forms close Nine Days previous to date of 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
e. Qeoererrrrrertr 


ity al . 
— Each additional inch..... ebb sey 








publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 














POSITIONS WANTED 


BUSINESS OPPORTUNITIES 





WANTED—Position as sales agent or direct factory representative. 
Thirty-six years of age with fourteen years established contact with best 
automotive, mill supply, electrical, hardware, steel and iron, oil field and 
consumer accounts and distributors. Am at present employed. Services 
available January first. Territory covered entire middle west. References 
of the best. Proposition must be sound and permanent. Address Box 
J-582, care of Harpware Ace. New York City. 





HARDWARE MAN experienced both wholesale and retail, Age 32, 
married. three children. High School and Business School graduate. 
Seven years with large jobber covering Northern and’ Central New York. 
Two years with manufacturer covering Western New York. Excellent 
references. Desire connection with manufacturer or wholesaler. Address 
Box J-591, care of Harpware AGE, New York City. 





RETAIL Hardware Man with twenty years’ experience in both retail 
wholesale hardware business sporting goods, paint and household 
Forty years of age, sober and industrious. Capable of taking 
Can furnish first class references. [Free to 
or South preferred. Address Box J-603, 
York City. 


and 
supplies. 
charge and handling men. 

go anywhere. Middle West 
care of Harpware Ace, New 





EXPERIENCED salesman with following among wholesalers, dealers, 
large industrials and contractors seeks lines or exclusive selling con- 
nection. Has had 15 years’ experience selling and in sales promotion 
work, specializing in building materials and related tools, paints, etc. 
Address Box J-611, care of Harpware Ace, New York City. 





POSITION WANTED as salesman by I!ardware and Housefurnishing 
man with 20 years’ experience as merchant and salesman on road selling 
Kentucky and Southern Indiana trade. Can furnish best of character 
references. Am willing to work other territery if position is permanent. 
O. W. MOORE, 1006 South 3rd Street, Louisville, Ky. 





HARDWARE SALESMAN, 25 years of age, eight years retail hard- 
ware experience, expert locksmith and electrical repair man, desires con- 
nection with a reputable hardware concern with opportunity for advance- 
ment. Metropolitan district preferred. fest of references. Address 
Box J-605, care of Harpware AcE, New York City. 





I OFFER six years of German experience as hardware clerk, window 
dresser and sign printer. I want a similar position in American house. 
Will consider also office or stock room work in the hardware trade. I am 
25 years old, six foot, single and three years in ‘the U. S. A. Address 
Box J-604, care of Harpware Ace, New York City. 





POSITION WANTED—24 years’ experience in hardware business, 
Claim Department, Specialty and Stg. salesman, and regular salesman on 
routes in Indiana, Dakota and Montana. Worked St. Louis, Sioux City, 
Iowa and manufacturing houses for E. C. Simmons Company. Address 
Box J-593. care of Harpware Ace, New Vork City. i 





EXPERIENCED SALESMAN would prefer Metropolitan New York 
area, selling to wholesalers or retailers, or both. Experienced in hardware, 
tools, housefurnishings and specialties. Has good following in trade. 
Address Box J-555, care of Harpware AcE, New York City. 





HARDWARE MAN with 20 years’ experience, 40 vears af age, married, 
Protestant, desires connection with a reputable hardware concern. Can 
furnish the best of references concerning ability and character. Address 
Box J-612, care of Harpware AcE, New York City. 





HARDWARE MAN, age 31. married, 15 years’ experience buying and 
selling of hardware. tools and supplies, also can do general repairing. 
A. C. BRUHNS, 2704 University Avenue, New York City. 





BUSINESS OPPORTUNITIES 


HARDWARE STORE for rent. Has been a profitable stand for over 
aig, 4 cree poms location in a of 1200 population. Fine opportunity 
0 bui un business in surrounding territory. Rent very reasonable. 
THE JOYCE STORES, Otsego County. Unadilla. New York. 























MANUFACTURERS! 


YOUR SMALL ORDER EXPENSE can be reduced by a well organ- 
wed service covering Metropolitan New York. 

Facilities are available for receiving goods in bulk, repacking in 
small lots according to customers’ orders, trucking to purchasers’ 
premises direct, or to railroad or for ship Accurate 
daily records of all transactions are kept. Address Box J-594, 
care of HARDWARE AGE, New York City. 

















HARDWARE STORE FOR SALE. Located in a busy thoroughfare. 
Established for the past twelve years. Good locksmith and general repair 
business. Owner wants to retire. Address Box J-557, care of HARDWARE 


AcE, New York City. 





SALES REPRESENTATIVES WANTED 


AN ESTABLISHED manufacturer of popular priced hardware _spe- 
cialties desires a salesman calling on the hardware dealers in the State 
of Texas to handle his line on a commission basis. One located in_ Dallas 
or Fort Worth preferred. To one having selling ability and who is will- 
ing to work the line, satisfactory returns can be made. No objection to 
carrying non-conflicting lines. Full details as to territory covered, ex- 
perience and references from firms you are selling for are required. 
Address Box J-602, care of HarpwarE AGE, New York City. 








WE REQUIRE a representative for New York State, one for New 
England, and one for Ohio and Western Pennsylvania; to sell an estab- 
lished line of Dog Furnishings and Leather Specialties to the Hardware 
and Sporting Goods trade. State whether you propose to carry the line 
exclusively or as a side line, your age, whether you are single or married, 
and whether you have a car. References required. Address THE 
| EATHERCRAFT COMPANY, N. W. Cor. 5th and Commerce Sts., 
Philadelphia, Pa. 





SALESMAN calling on the hardware trade in the State of Pennsyl- 
vania to represent a factory making a well known line on a commission 
basis. No objections to handling non-conflicting lines. Must have sell- 
ing ability and willing to work the territory properly in order to obtain 
results., Give full details as to territory covered, class of goods handled 
and references from firms selling for. Address Box J-599, care of 
HArpware AGE, New York City. 





AN established manufacturer desires a representative calling on the 
hardware trade in Louisiana, Arkansas and Oklahoma to handle a well 
known brand of specialties on a commission basis. Satisfactory returns 
can be made, if you have selling ability, and are willing to work the 
territory at regular intervals. Give territory covered and references as 
to selling ability. Address Box J-597, care of Harpware AGE, New 


York City. 





A REPRESENTATIVE for a factory making a well known brand ot 
hardware specialties to sell to the hardware trade in Southern Michigan 
on commission. Located in Detroit preferred. No objection to carrying 
non-conflicting lines. A salesman with ability and willing to work can 
make very satisfactory compensation. References from firms selling for 
are required. Address Box J-601, care of Harpware Ace, New York City. 





SALESMEN to handle a well known line of specialties for a manu- 
facturer_on a commission basis—the following territories open: North and 
South Carolina, Virginia, West Virginia, and Maryland, Kentucky and 
Tennessee. Georgia, Alabama and Mississippi. References required as 
to selling ability, experience. territory covered and lines handled. Address 
Box J-598, care of HarpwAre AGE, New York City. 





SALESMAN calling on the hardware trade in Indiana and _ TIlinois 
located in central part of the territory to sell a factory line of Hardware 
Specialties on a commission basis. Details required as to territory 
covered, class of goods handled and references from firms selling for. 
Address Box J-596, care of HArpware AcE, New York City. 





FOR SALE—Old established business in Southern Idaho. Best corner 
location. $15,000 steck. Owner retiring. Terms. Address Box J-589. 


care of Harpware AcE, New York City. 
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100 per cent pure Manila rope, 14c. 


ROPE SALESMAN WANTED. 
United Fibre 


th. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 


HARDWARE AGE 











CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box number». 





SALES REPRESENTATIVES WANTED SALES ACCOUNTS WANTED 





























SALESMAN with experience and selling ability calling on the hardware HAVE you, as a manufacturer, a New England sales problem that 
trade in Missouri, lowa, Eastern Kansas and Eastern Nebraska to handle should be corrected before starting the new year? Is it a problem that 
a factory line of popular priced hardware specialties on commission. Can perhaps can be solved by two reliable sales executives trained in selling 
also handle non-conflicting lines. Give details as to class of goods to distributors and in building up jobber business? These two men are 
handled and references as to selling ability. Address Lox ]|-600, care ot seeking one or two real lines to represent on an agency basis. Both are 
Harpware AGE, New York City. men cf excellent character and can show successful selling records to 

: a iaenenaiadien ‘ : Hardware, Mill Supply and Automotive Jobbers. Both know how to 
win teak Serena ereenion’ oe Are May A Ara ° on handle and build distributor business and have personal contacts with th 

MANUFACTURERS’ AGENT WANTED. Now cailing on Hardware, | pest distributors in New England. We prefer to concentrate % 
Ol and Gresuis Trade in Ne Work Cay and: vicinit ta shiahiite vest distributors in New England. We prefer to concentrate on one 

atl wo “saeco ‘eo i 08 abliel bape , si Saas pine er aly re or two reliable manufacturers lines that will justify a fair return. Ad 
nationally nown and we established product on a strictly commission dress Box J-610. care of HARpWARE AGE, New York City. 
basis. State past experience, lines now handled and territory. Address : ” 

Box J-609, care of HARDWARE AGE, New York City. i ete ae erwaaea Se i a : 
MANUFACTURERS’ AGENT with many years experience and_ well 
established trade in Chicago among large hardware stores, Jobbers, Chain 
and Department stores, Auto Accessories and Electric Supply Stores, 
SAI ES ACCOUNTS WANTED wishes connection with reliable Factory or Importing House. Address 
Box J-607, care of HArpwArE AGE, New York City. 

MANUFACTURERS’ AGENCY—A reliable Hardware and Cutlery Rh ED Re ee 5 : ; 
Salesman with a wide acquaintance with hardware jobbers and dealers, MANUFACTURERS’ REPRESENTATIVE, a reliable and aggressive 
department stores and sporting goods stores in the South. Can handk salesman with a wide acquaintance with hardware jobbers and dealers, 
some additional lines of quality merchandise with real sales possibilities furniture, department and sporting goods stores in the Southeast. Can 
Address Box J-578, care of HArpware AGE. New York City. a hae “eg of =~" merchandise. Address Box J-608, care 

ARS She aa aka poked, pee of ARDWARE AGE, New fork City. 

TWO experienced salesmen calling on Iardware, Paint and Depart- meric” 0, BRET AG, TEENS a are eae a ane 
ment Stores and Building Supply Dealers in eastern Massachusetts, want | MANUFACTURERS’ AGENCY with well established trade in eastern 
additional lines on commission for 1932. Address Box J-588, care of j territory desires to hear from manufacturers. Warehouse facilities if 


Harpware Ace, New York City. desired. Address Box J-606, care of HArpwAre AGE, New York City. 








DON'T SELL PAINT— 
SELL CLEANLINESS AND ATTRACTIVENESS! 


Touch the commonplace with a wand of imagination—Visualize for your 


customer the effect of the use of the product. 


The washing machine and vacuum cleaner mean leisure 


for a fuller social and cultural life. 


A good grade of builders’ hardware means freedom from 


repairs, permanency of investment and more inviting sur- 
roundings. 

Paint and varnish carry with them a more sanitary, colorful 
and harmonious home—as well as an enhancement of in- 


vestment. 


Case studies, giving in detail the application of sound modern principles 
of merchandising, are given each week in HARDWARE AGE. A careful 


perusal of each issue is an education in salemanship. 
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THE ADVERTISERS INDEX is 


published as a convenience and not as a part of the advertising contract. 


Every 


No allowance will be made for error or failure to insert. 


care will be taken to index correctly. 
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AT THE NATIONAL 
HOUSEFURNISHING 
SHOW 
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We look forward 


TO SEEING YOU 


WE ARE mighty eager to show you the 
Vollrath offerings for 1932. They'll all 
be on exhibit in Rooms 556-A and 
557-A, at the National Housefurnish- 
ing Show, Stevens Hotel, Chicago, 
January 10th to 16th, inclusive. 

Come in to see us. We'll answer all 
your questions, give you all the time you 
want. We honestly believe that in both 
tk< Vollrath enameled and cast iron 
ware we have money-making utensils of 


outstanding importance to show you. 


VOLLRATH WARE 


i{X, OURABILITY PUR 


The name Vollrath in this 
form on the label assures you 
of genuine Vollrath Ware. 


fy 
fe) 
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More ThanA CenturyAgo. 


Eliphalet Remington forging the first Remington Rifle Barrel at Ilion, New York in 1816 


REMINGTON ARMS COMPANY, Inc. Originators of Kieanbore Ammunition 25 Broadway, New York City 


1931 R.A. f 4272 


Duplicates of this on heavy paper suitable for framing, without charge 


HARDWARE AGE 








